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5 TBA display ideas to ease sales burden 
. £ for dealers share spotlight at Midwest Oil-TBA 
meeting with tips on dealer training, battery 

care and effective advertising—p.62 


® SPARK PLUG service is simple—p. 86 











1. Sell more tires! 


| a 0 IF | = 2, Attract more 


U 
new customers: 


(\F CARS ital Re, 3. Keep satisfied 
eit customers 

WHEE BALANCING Now you can attract “new” customers—turn them 

& into “steady” customers! Because now for the first 


time you can offer them more efficient, more de- 
pendable wheel balancing service! Yes, with the 
new Alemite Electronic Wheel Balancer you bal- 
ance wheels the quick, modern, electronic way — 
in true running position—right on the car! 


Keeps your customers satisfied .. . because you’re 
protecting their investment! The tires you sell 
them will wear up to 30% longer when wheels 
are balanced. 


e 
; Helps you sell more new tires, too! Balancing 
wheels gives you a perfect opportunity to inspect 
and check your customer’s tires. To point out dan- 


ger signs of wear and tear. To recommend and sell 
more new tires than you ever thought possible. 


Dept. K-63,1826 Diversey Parkway, Chicago 14, Ill. 


Don‘t miss another day‘s extra business! Find out 
—today—what an Alemite Electronic Wheel Bal- 
ns ancer can do for your profits! Write to Alemite, 


Only ALEMITE Balances Wheels Completely! 
le The new Alemite Electronic Wheel Bal- 
©) ancer does what no other wheel balancer 
Ww can do... Corrects both up and down and 
side to side unbalance—right on the car— 
| ! at operating speeds up to 100 miles an hour! 
= Registers vibrations as small as 2/1000 of 


Kinetic Unbalence 4M inch at all speeds! Dynamic Unbalance 





NEW! “Dual sensitivity” Meter insures 
greater accuracy for passenger cars, 
trucks and buses. Big swivel-mounted 
dial tells degree of unbalance. Strobo- 
scopic lamp, also swiveled, shows points 
of unbalance. Improved, easier-to-use vi- 
bration pickup. 

The new Alemite Wheel Balancer is compact, streamlined, 
rugged and fully portable . . . can be used indoors or outdoors! 


at] ALEMITE 
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for low cost service. 


CRANE 


IRON BODY — WEDGE DISC 


Clamp Gate Valves 






Low in first cost, as well as in upkeep... and 
look at their wide utility— 

Use Crane Clamp Gate Valves for steam; hot 
and cold water; crude, fuel, and lubricating oil; 
air, gas, and gasoline service. 

Also in food and chemical process industries 
for caustic solutions, alkalies, corrosive chemicals, 
and gases. 

You'll find Crane Clamp Gate Valves extra 
rugged, with a strong reinforced body and husky 
stem. Their compact design means a better fit 
for more places ...a saving on piping in many 
cases. And because of the simplified clamp con- 
struction, these valves enjoy wide favor where 
frequent cleanout is essential. The bonnet as- 
sembly and wedge disc lift out easily—the body 
stays in the line. Reassembling is no problem— 
the bonnet joint makes up tight and stays tight. 

Wide choice of regular patterns, all-iron or 
brass trimmed. On inside screw all-iron valves, 
an improved self-draining bonnet prevents en- 
trapment of line fluids in the bonnet—protects 
the threads, keeps the stem working smoothly. 
Send for Folder AD 1667 or ask your Crane 
Representative for full details. 


THE BETTER QUALITY...BIGGER VALUE LINE...IN BRASS, STEEL, IRON 


CRANE VALVES 


CRANE CO., General Offices: 836 S. ee ee 5, Illinois 
Branches and Wholesalers Serving 





VALVES - FITTINGS - PIPE - PLUMBING «+ HEATING 


JUNE 3, 1953 


1 



































that the 


$6 AUTOMATIC SHUT-OFF 


pm IS RELIABLE * DURABLE 
Wa ~SAFE e MAINTENANCE-FREE 


Daily, more and more Service Stations are 
adopting this fully proved, well established 
OPW AUTOMATIC SHUT-OFF NOZZLE 
as a necessary pump fixture. 

Operators like these features: 

Positive shut-off! Nozzle operates at a trick- 
ling 214 GPM to 12 GPM capacity. No over- 
flow at top discharge. Eliminates hazards, fen- 
der smudge, product loss and erosion of sur- 
facing materials. 

The OPW 1811 Nozzle is lighter! Sand-cast 
of OPALUMIN (as strong as bronze, only 
one-third the weight). Withstands normal 
dropping and abuses. 

The stainless steel automatic mechanism needs 
no lubrication. It’s permanently packed and 
cannot be tampered with. 

Any inexperienced operator can use this mod- 
ern “smooth” designed OPW AUTOMATIC 
Pee: SHUT-OFF NOZZLE. 


BEPLLING TIME FOR CUSTOMER ATTENTIC 
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JUNE 

Society of Automotive Engineers, summer 
meeting, The Ambassador and Ritz-Carlton, 
Atlantic City, June 7-12. 

Tennessee Oil Men’s Assn., Patten Hotel, Chat- 
tanooga, June 8-9. 

Northwest Petroleum Assn., Hotel Duluth, 
Duluth, Minn., June 16-17. 

Pennsylvania Grade Crude Oi) Assn., 30th an- 
nual meeting, William Penn Hotel, Pitts- 
burgh, June 18-19. 

Wyoming Oil Jobbers Assn., Townsend Hotel, 
Casper, Wyoming, June 22. 

Wisconsin Petroleum Assn., annua! golf tourna- 
ment and stag party, Dell View Hotel, 
Lake Delton, Wis., June 23. 

South Carolina Oil Jobbers Assn., aboard 8. 8. 
Silver Star, sailing from Charleston, 8. C., 
for Nassau and Havana, June 25-July 1. 

American Society for Testing Materials, annual! 
meeting, Atlantic City, N. J., June 29-July 3. 





JULY 
National Oil Jobbers Council, Laramie, Wyo., 
July 19-21. 
Louisiana Oil Marketers Assn., Jung Hotel, 
New Orleans, La., July 20-21. 
Truck Trailer Manufacturers Assn., Inc., 
Edgewater Beach Hotel, Chicago, July 23-24. 


AUGUST 
Petroleum Marketers Assn., Sheraton 
Beach Hotel, Daytona Beach, Fla., Aug. 7. 
National Congress of Petroleum Retailers, 7th 
annual session, Hotel William Penn, Pitts- 
burgh, Aug. 18-21. 


SEPTEMBER 


Association of Desk and Derrick Clubs of 
North America, annual meeting, Denver, 
Colo., Sept. 11-12. 

Michigan Petroleum Assn., fall convention; 
Grand Hotel, Mackinac Island, Mich., Sept. 
11-12. 

American Petroleum Institute, Division of Mar- 
keting, Lubrication Committee, The Tray- 
more, Atlantic City, Sept. 16. 

Ohio Petroleum Marketers Assn., Dayton Bilt- 
more Hotel, Dayton, Ohio, Sept. 16-17. 

National Petroleum Assn., Traymore Hotel, 
Atlantic City, Sept. 16-18. 

National Assn, of O11 Equipment Jobbers, 
third annual meeting, The Neil House, Co- 
lumbus, Ohio, Sept. 27-29. 

Society of Mechanical Engineers, 
Petroleum Division, annual conference, Rice 
Hotel, Houston, Tex., Sept. 27-30. 


OCTOBER 
Ol Progress Week, Oct. 11-17. 
Texas Assn. of Petroleum Marketers, fourth 
annua] convention and trade show, Adolphus 
Hotel, Dallas, Tex., Oct. 15-16. 
Independent Petroleum Assn 


. of America, 
nual meeting, Texas Hotel, Fort Worth, T 
Oct., 19-20. 


American Petroleum Credit Assn., annual con- 
ference, Hotel Biltmore, New York, Oct. 
26-28. 


National Lubricating Grease Institute, Edge- 
water Beach Hotel, Chicago, Oct. 29-31. 


NOVEMBER 


tot Aut _— 





y ve Engineers, transporta- 
tion meeting, Conrad Hilton Hotel, Chicago, 
Nov. 2-4. 

Seciety of Automotive Engineers, fuels & jubri- 
cants meeting, Conrad Hilton Hotel, Chicago, 
Nov. 5-6. 

American Petroleum Institute, 33rd annua! 
meeting, Conrad Hilton Hotel and Palmer 
House, Chicago, Nov. 9-12. 
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MORE SERVICE LIFE than any other 2-ton! 


EXCLUSIVE, ALL-NEW 
RELEASE MECHANISM 
eliminates the trouble-zone of 
hydraulic service jacks...does 
away with troublesome universal 
joints, screws and gears. Sim 
cam-and-rocker arm action, 

ilar to overhead valve system in 
an engine, operates release. 





NEW, IMPROVED PUMP 
has exclusive AUSCO 

drive mechanism 

cast of extra-tough Pearlitic 
Malleable for longer life. New 


cartridge-type wiper keeps dirt 
out of the pump. 





ELIMINATES “HANG-UP*" 
will not get “hun: on i 
ular fees. Aduitionel flost 
clearance also helps protect 
pump from damage. 


MORE LIFTING HEIGHT! 


AUSCO BRINGS YOU MORE LIFTING HEIGHT 


than any other 2-ton service jack to make under-the- 
car-jobs easier, especially on today’s low-slung models. 


_ MOREMANEUVERING EASE and speedier positioning! 


EXTRA-RUGGED 
bearing-equipped front wheels 
and rear swivel wheels are built 
to withstand the hard knocks of 
toughest service. 
NEW “DISHED” LOAD REST 
is saucer-shaped and rotatable 
. makes it — to find center 


of any projection for faster posi- 
tioning. 





MORE PRECISE CONTROL...NEW ease of operation! 


HANDY FOOT CONTROB 
locks handle at 45° position 


simplifies maneuvering because 
it makes it easier to raise front 


Never hefore...so much 


MORE 


FOR YOUR MONEY! 


EXTRA-LONG 

CHASSIS (42%2”) 

for easier dollying and free 
ha ion under cars with 
low ang. 

NO DELICATE HANDLE POSITIONING 
release valve closes when action is started 
by turning handle grip. 

NEW, CONSTANT DIRECT-LINE POWER 
speeds up lifting and eliminates lost motion. 
B57 


AUTO SPECIALTIES MFG. CO. pert. np-6, ST. JOSEPH, MICH. Other Plants: Benton Harbor and Hartford, Mich.; Windsor, Ont., Canada. 
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SAN FRANCISCO... ésigep bankas J. W. Ofterson 


Behind Our Headlines 


Many of the advertisements published in NPN contain ex- 
cellent information which can help oil marketers make more 
money. Today’s advertising agencies and company advertising 
departments make thorough studies of markets so their writing 
staffs can put the data together in an informative way to sell 
the client’s services or products. 


We know, firsthand, that advertisements can be of value 
to our readers. One example concerns a part of our own advertis- 
ing program directed primarily at manufacturers of TBA mer- 
chandise who would like to distribute through oil channels. The 
ad in question dramatized the volume of tires and batteries 
moving through service stations. 


The ad’s headline, “$95 a Second in TBA Sales,” caught the 
eye of an oil company marketing executive. He decided his own 
sales department could make good use of the accompanying 
story, which told how, with every tick of the clock, motorists 
buy $95 worth of TBA from the oil industry. So he ordered 
reprints. 


Another of these informative ads was headlined: “A New 
Tire Every 114 Seconds.” More ads are in the production stage, 
including one on “24 Batteries a Minute.” 


We are glad our ads are helpful. But we realize they are 
only a few among the dozens of informative ads appearing each 
month over the names of many different advertisers. Their re- 
search departments and agency writers have done much to raise 
the standards of today’s advertising. They are replacing super- 
latives with actual facts that make the reading material and 
illustrations well worth the reader’s time. 


BUSINESS STAFF Other 
CLEVELAND Platt Petroleum Publications 
WILLIAM J. PARKIN.............05- Soles Manager 
RICHARD H. LOYER............ Circulation Manager 
ROBERT E. LESSING............. Production Manager Petroleum Processing 
W. PAUL WARREN............. Promotion Manager 


Oilgram News Service 
Oilgram Price Service 
Oil-Law-Gram 

Oil Price Handbook 


TBA Directory 












WASTING MONEY BY THE TRUCKLOAD 














‘ LOW-BED 
YOU NEED the most efficient kind of delivery trucks for FRAME 


today’s operating conditions. DESIGN 
That’s why so many leading firms say “Go White” for 
today’s finest kind of delivery service. 


Tailored to the exact needs of your business for more CAB 
deliveries per day ... lower cost per unit delivered... SAVES 
the new Whites save time and cut costs in every phase of STEPS 


delivery service. 
Find out how the exclusive advantages of the White 3000 
pay off first day in service ... and for years. See your 











EXCLUSIVE 

White Representative for facts. POWER-LIFT 
THE WHITE MOTOR COMPANY CAS 

Cleveland 1, Ohio Saves inspecti 





For more than 50 years the greatest name in trucks 





This is one of five retail delivery White 3000's in service in the Indianapolis 
area for Crystal Flash. This Model 3016 White has 1600 gallon capacity 
tank with power reels and 20 micron filter. Crystal Flash speeds delivery time 
with White 3000 equipped with mobile telephones for emergency service. 
Extra capacity tanker means more deliveries in less time . . . longer trips... 
more flexible schedule. It's the modern way to sell fuel oil, Crystal Flash reports. 
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AHEAD OF THE NEWS 





HIGH-OCTANE PREMIUM—Watch for an announce- 
ment soon that an independent Midwest refiner is 
coming out with a new premium gasoline to be ad- 
vertised as having the highest octane count of any 
gasoline being marketed in the Midwest. It re- 
portedly will be designed to meet the octane re- 
quirements of present and future high compression 
engines. The new product, it is said, will be mar- 
keted at 1c per gal. above other premium grade 
gasolines. Company officials believe the motoring 
public will be happy to pay an additional 1c for a 
gasoline having a much higher octane rating than 
competitive products. 
eee 


JOBBER LEGISLATION — Representatives of Na- 
tional Oil Jobbers Council, who talked in Washington 
recently with their congressmen, virtually have aban- 
doned all hope that action will be taken ‘this year 
on separate bills that would: (1) refund the taxes 
paid on product accidentally destroyed and (2) ex- 
empt “local” distributors from the minimum wage 
and overtime pay requirements of the Fair Labor 
Standards Act. The jobbers found few arguments 
against the merits of the refund bill. But they 
were told action would be delayed in favor of “must” 
legislation the administration is trying to push 
through before summer. The wage-hour exemption 
measure runs up against the same time factor, plus 
the fact that most congressmen seem to favor put- 
ting off any action for any one industry pending a 
complete restudy of the entire labor act. 


ONE-TWO PUNCH—Justice Department acquiescence 
in moving the “oil cartel” civil suit to New York 
is designed to deal a double blow to the defendants’ 
position. It removes the possibility of delay, through 
appeals action, over the motion to transfer. Further- 
more, companies lose the force of the argument that 
producing domestic records would cause great ex- 
pense and trouble. Case will now be heard in im- 
mediate vicinity of companies’ main offices—all except 
Standard Oil Co. of California -so that government 
can contend records can be made available without 
hardship. : 
eee 


CO-OP FAVOR—It looks as though the Internal 
Revenue Bureau may make things even easier than 
at present for the tax-favored co-operatives. Now 
top officials are talking about a proposed change 
in regulations which would exclude from the defini- 
tion of “patronage dividends, rebates or refunds” any 
payment made by a marketing co-op for products 
marketed, regardless of form of payment—cash, cer- 
tificate or otherwise. The only exemption would be 
payments directly tied to co-op earnings. 
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BIGGER TRUCK PAYLOAD—A 9,000-gal. capacity 
tank truck and trailer combination being made by a 
West Coast manufacturer will be tested within the 
next 60 days for a leading tank truck common car- 
rier. Extra payload is being achieved by using 
lighter-weight materials in truck and. engine, so 
gross weight will remain the same. [If tests are 
successful, carrier believes additional 1000-gal. pay- 
load will result. 


CREDIT HEADACHE—Oil jobbers in many rural 
sections of the Midwest report an increasing num- 
ber of past-due accounts, as the gasoline consum- 
ing season begins to hit its stride. Adding to the 
jobbers’ financial difficulties is the spreading of farm 
discounts that cut 1.5c from margins. The farmer's 
poor paying record this early in the season is laid 
to last year’s small crops of corn and other grain 
in some sections following a record low rainfall. But 
a large share of their currently poor paying record 
also results from long-term credit purchases of deep 
freezers, refrigerators, and farm equipment on which 
payments must be met, or items will be repossessed. 
The situation, which has caused banks to tighten up 
on loans, darkens jobber prospects of getting out of 
the hole without being hurt when it comes time to 
lay in and pay for next season’s fuel oil. No relief 
is seen in the tight money condition for many months 
—perhaps not until a large part of installment-bought 
merchandise is paid for. In many cases, farmers 
bought some items last year on payment plans up 
to 24 months. 


PUBLIC RELATIONS TEST—As a trial campaign, 
the West Coast Oil Information Committee (counter- 
part of API’s OIIC) will offer speakers, films and 
program materials to civic and service groups in 
Oregon through advertisements in state regional pub- 
lications. Responses to the advertisements will be 
channelled to the local OIC committees. Purpose of 
the campaign is to acquaint groups with what OIC 
has to offer free. This way, OIC hopes to get 
across its continuing public relations eampaign to 
the public. Reprints of the advertisement will be 
sent to 300 service clubs in Oregon. After the 
three-month Oregon trial (July-September), OIC will 
decide whether to advertise its services elsewhere in 
the West. 


TELLING TRUCK STORY—A new setup known as 
ATA Foundation, Inc., is being formed to handle 
public relations for American Trucking Assns. The 
foundation aims to promote a “more comprehensive 
public understanding of the trucking industry.” 





EQUIPMENT: Hewitt-Robins Monarch® 
Fuel Oil & Distillate Hose. 


LOCATION: Spartan Oil Company, Dover, 
New Jersey. 


OPERATION: Delivering fuel oil and gaso- 
line. 


PERFORMANCE: This Hewitt-Robins Fuel 
Oil & Distillate Hose, used on the trucks 
owned and operated by the Spartan Oil Com- 
pany, has given trouble-free service for over 
eight years. The drivers of these trucks 
especially like Hewitt-Robins Hose because 
of its great flexibility, easy reeling, light 
weight and ‘live action’. 


RESULTS: The Spartan Oil Company reports 
that Hewitt-Robins Fuel Oil & Distillate 
Hose lasts twice as long as other hose used. 

For a hose that is durable, light and flexi- 
ble, always specify Hewitt-Robins Monarch 
Fuel Oil & Distillate Hose, the original tan- 
cover hose. It resists abrasion and weather- 
ing and it won’t mark or smudge driveways. 





For complete information regarding 
Hewitt-Robins Fuel Oil & Distillate 
Hose or any Hewitt-Robins industrial 
hose, contact your local Hewitt Rubber 
Distributor (See “Rubber Products” 
Classified Phone Book). 











HEWITT (ROBINS 


Executive Offices, Stamford, Connecticut 
DOMESTIC DIVISIONS: Hewitt Rubber * Robins Conveyors ©¢ Robins Engineers « 
FOREIGN SUBSIDIARIES: Hewitt-Robins (Canada) Ltd., Montreal « 
Paris, France * Robins Conveyors (S. A.) Ltd., Johannesburg * EXPORT DEPARTMENT: New York City. 


Restfoam 
Hew 'tt-Robins Internationale, 
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Three easy ways to increase 
TRAFFIC and ADD-ON SALES 


15,597 customers can’t be wrong. A survey of what 
they did in service stations like yours showed that 
Coca-Cola is second only to gasoline in item sales. 
The same survey showed that 4 of every 5 motorists 
who bought Coke got out of their cars. While 
they’re out for Coke, they are good prospects for 
the sale of oil, tires, batteries and accessories. 


So, if you want to increase traffic and add-on sales 
of everything you carry, put Coca-Cola to work to 
bring people in and to get them out of their cars. 
Your Coca-Cola salesman can show you how. 








@P Use Coca-Cola advertising for the 
© point of sale to turn thirst into sales 
# and profit. ) A a 


@COKE” 1S A REGISTERED TRADE-MARK 
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To Meet Your Needs... 


YOU'RE RIGHT WITH 
EVER-TITE 


t UIE serviceability 
prevents leaks and spills; re 
duces loading and delivery 


time 


IVE ‘the 


ls world’s best 
QUICK toltlolitate satel = 


your 


Notte atolalal-taalolst Macltmelsle Malia: 


dependability 


r-lasting, trouble 


EVER-TITES never 


Mol iasl>]ilba ae ticlalet; 
toughest wear 
quality is main 

rigid control 


specit itt 


AVAILABLE IN SIZES FOR 
EVERY NEED AT LEADING 
DISTRIBUTORS EVERYWHERE 


EVER-TITE 
COUPLING ¢O. 


mxrxe 





WASHINGTON 





Tidelands Oil Development Important 


To Jobbers As Future Supply Source 


By Glenn M. Green, Jr. 


There may be 

$40 billion worth 

of oil and gas trapped in the sub- 

merged lands of the Continental 

Shelf under the Gulf of Mexico—or 

$80 billion or $100 billion, whatever 

the federal aid-to-education boys want 
to tag it. 

Your guess is as good as theirs. 

The moon might be covered with 
acres of diamonds, for all we know. 
We wouldn't really know unless we 
scuffed around in the dust up there. 
If true, the glittering jewels would be 
of no value until gathered and taken 
to a market where they could be ex- 
changed for a spot of the long green. 

The exchange of submerged lands 
oil for money is a bit nearer to re- 
ality, of course, but the principle is 
the same. 

The jobber has a real stake in this 
offshore development because his wel- 
fare depends on an assured, plentiful 
supp'y of petroleum within “reaching 
distance” of the U. S. There is no 
danger of running out of domestic 
oil in the near future. In addition, 
the Middle East is a bountiful store- 
house—-as long as it remains acces- 
sible to us. 


” + * 


But the day may come when the 
present feeble, tentative tickling of 
the Mexican Gulf’s undersea lands 
will result in the major, and perhaps 
only, source of petroleum supplies for 
this nation. 

The point is this: The Gulf will 
not be covered with drilling plat- 
forms in a month or two and the 
submerged lands are a long way from 
providing a big, air-conditioned 
school-house at every country cross- 
roads. Here’s why: 

Offshore drilling first requires a 
“base of operation” onshore—cost: 
$250,000. The same installation for 
onshore drilline would cost $80,000. 


Building four “platforms” in 60 
feet of water (the present practical 
depth for drilling operations) requires 
$1,200,000. Onshore, this would run 
$200,000. Five 8,000-foot wells would 
cost $2,090,000 offshore and $500,000 
onshore; comparative cost of five 10,- 
000-footers would be $2,640,000 and 
$800,000; five 12,000-footers would be 
$3,210,000 and $1,300,000; while five 





14,000-footers would run $4,655,000 
and $2,100,000. 

Total cost, offshore: $14,045,000— 
onshore: $4,980,000. 

That’s just to get the wells down 
and the oil up. Then such things as 
flow lines, production equipment, 
housing and warehouse, transporta- 
tion equipment, etc. must be provid- 
ed. Offshore, this would cost $3,387,- 
000; onshore it would be $906,000. 

Nobody is going to throw that kind 
of dough around loosely—or very fast. 
And those costs must be deducted be- 
fore the books can show a profit. 


* * - 


The recent transfer of the “oil car- 
tel” suit to New York required just 
a swift 10 minutes, from start to fin- 
ish. A formidable battery of legal 
talent for the defendant companies, 
most of them down from New York 
for the hearing, had time to do little 
more than give their names to the 
court reporter. 

Afterwards, in the elevator, So- 
cony-Vacuum Counsel George S. 
Leisure asked Justice Department At- 
torney Leonard J. Emmerglick, “Did 
you ever try a shorter case?” 

Looking around him at the array 
of company lawyers in the car, Em- 
merglick smiled, “Well, I never had 
so much opposition come so far be- 
fore, to say so little.” 

* * * 


Senator McCarthy (R., Wis.) may 
soon have his own television program. 
We hear that one of the most suc- 
cessful independent oil men is initiat- 
ing the move. The plan is for Sen- 
ator McCarthy to use the time in 
putting across his points to a nation- 
wide audience but he also would have 
guests on the program for debate of 
the major issues. 


* * * 


L. F. McCollum, chairman of the 
National Petroleum Council’s petro- 
leum productive capacity committee, 
is not convinced the industry’s crys- 
tal ball is infallible. In 1948, a group 
of API committee “optimists” guessed 
productive capacity in 1953 would be 
7,200,000 b/d, Last week, he report- 
ed the actual 1953 availability of 
crude oil and natural gas liquids was 
8,159,000 b/d—more than 900,000 b/d 
above the “optimistic” prediction. 
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You get repeat battery business 


‘le keep your trade happy, just tell 
them these facts about the batteries 
you sell that are equipped with United 
States Rubber Company's Peerless 
Separators: 


(1)—Peerless is unaffected by over- 
charging, heat, battery acid or plate 
pressures. Peerless is so strong that 
warped or buckled plates can’t hurt it. 


(2)—Peerless has high porosity. So 
what? So the user gets 20% faster 
cranking speed because of faster cir- 
culation of acid. 


(3)—Peerless delivers improved start- 
ing performance in cold weather, de- 


U. S. Peerless 
Rubber Separators! 





livering up to 10% more power wes 
needed most—plus extra protection in 
hot weather. And Peerless cuts costs 
because its low electrical resistance 
requires lower charge currents. 


(4)—Month after month, mile by 
mile, Peerless’ physical, chemical and 
electrical properties guarantee a bet- 
ter-behaved, longer-lasting, more 
economical battery. 


Write for your free copy of informa- 
tive booklet. Use the coupon. Batter- 
ies have more juice, and so do your 
sales — with Peerless Rubber Battery 


Separators. 


United States Rubber Company 
Rockefeller Center, N. Y. 20, N. Y. 
Gentlemen: 

Please send me my free copy of book- 
let on U.S. Peerless Rubber Separators. 
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UNITED STATES RUBBER COMPANY 


JUNE 
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Electrical Wire and Cable Department 
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e Rockefeller Center, New York 20, N. Y. 





Why is Purolator the choice of leading manufacturers of 
cars, trucks, buses and tractors? The choice of so many oil 
companies for TBA programs? 


Answer: 


Because Purolator* is better engineered, better made. 
Because the Purolator Micronic* is the oil filter every- 
one knows and trusts. The filter that traps more dirt, 
finer dirt, faster. The filter that won’t warp, wilt or dis- 
integrate. The filter that’s kind to H-D oils—leaves the 
additives in. "3 


What about replacements? 


Answer: 


Always replace with Purolator; there’s a refill designed 
especially for every make and model of car. 











How you can sell more Purolators 


in June, July, and August... 
Check the filter every time you change the oil 


Summer months are extra driving months 
. . . extra-good months to sell filters! 

Then—motorists use their cars more— 
burn more gas and oil. With better 
weather and better roads, they drive 
farther and faster . . . engines work harder, 
suck in more road-dust, more dirt and 
abrasives. As a result, oil filters have to 
be replaced oftener. 





it pays to stock Purolator to sell every 
car that calls—it doesn’t require a big 
investment . . . and it does mean more 
sales and profits. 





_ And don’t forget—when you sell a 
Purolator refill you sell an extra quart 
of oil to take the place of the dirty oil 
thrown away with the dirty refill. 
PUROLATOR PRODUCTS, INC. 
Rahway, N. J. and Toronto, Ontario, Canada 


*Trade-Mark Reg. U. S. Pat. Off. 
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Do starvation profits and ‘‘special deals” 
give you the feeling that you're getting nowhere in 
the tire business? Do forced tire sales and factory-owned 


retail stores and arbitrary resale prices make you 


PN | 


GET OUT INTO THE OPEN SPACES OF 
BIG TIRE PROFITS with CORDUROY! 


Sympathy won't help you get out of the blind alley of profit- 
less tire volume. Neither will promises. But a good, sound 
program such as CORDUROY offers . . . a program that has 
HELPED THOUSANDS OF PROGRESSIVE INDEPENDENT MER- 
CHANTS MAKE MORE MONEY THAN EVER BEFORE... will 
put PROFITS into YOUR tire sales. 


CORDUROYS are America’s FINEST Replacement tires and 
tubes. Extra quality that delivers longer — safer miles. You 
can get them at lowest possible DISTRIBUTOR COSTS, regard- 
less of the size of your order. You deal DIRECT with the 
factory. You can set your own resale prices . . . maintain 
your independence. 


feel like you're heading up a blind alley? a 


If you feel that you are up a Blind Alley — but you own 
your own business — and can BUY whatever brand you wish 
— Write to us today. Your territory may be open. 


tw 
Codi 
4, LOU RUBBER COMPANY 


FACTORY and OFFICES © © © GRAND RAPIDS 1, MICHIGAN 
Highest Financial Commercial Rating since 1919 


CORDUROY — America’s FINEST Replacement TIRES and TUBES 
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West Coast Gasoline Price Increases 
Seen Too New to Have Effect on Supply 


The supply of gasoline on the West 
Coast is still tight despite the Feb- 
ruary price increases. So said How- 
ard R. Cuyler, general sales manager, 
product sales marketing department 
of Standard of California, to the Na- 
tional Assn. of Purchasing Agents 
last week. He commented: 

“Gasoline prices on the coast seem 
to be holding steady since the recent 
adjustment and there is nothing in 
the. immediate picture which would 
lead me to predict otherwise. How- 
ever, it is much too early to see if 
the recent increases are having their 
desired effect (of overcoming the 
shortage). Light product demand in 
the West is high and at the same 
time we’re running at least 50,000 to 
60,000 b/d short of crude oil require- 
ments as far as California produc- 
tion is concerned. 

“As long as that situation exists, 
gasoline is going to be ‘tight’ and it’s 
going to stay that way until the short- 
age is eliminated.” 

Regarding competitive fuels, Mr. 
Cuyler stated that fuel oils have little 
to fear from LP-gas nationally or re- 
gionally because LP-gas is “too cost- 
ly” and requires special handling, 
packaging and shipping. “These ‘ex- 
tras’ are always going to keep LP- 
gas in the minor leagues of fuel com- 
petition,” Mr. Cuyler commented. 

He said LP-gas production is far 
from meeting demand. 

There will be plenty of room for 
both natural gas and fuel oil to grow, 
Mr. Cuyler declared. 

Looking ahead, he predicted an av- 
erage increase of 20% in the demand 
for distillates in the West during the 
next five years, which is somewhat 
higher than the national figure. By 
products, he saw demand rising dur- 


ing the period of the forecast about 
as follows: Heavy fuel, 5%; heating 
oils, 6%; highway distillate usage 
(trucks and buses), 30%; Diesel fuel 
by railroads (partly at the expense 
of residuals), 30%. 

He looks for increases in the use of 
distillates by industry and shipping. 
“We're watching very closely to see 
if the Japanese merchant marine 
comes back to its prewar strength. 
That fleet could have a very signif- 
icant influence on the demand for 
Diesel bunkers out here,”’ Mr. Cuyler 
said. 

Another View—Meanwhile, the Oil 
Producers Agency of California last 
week reported a close balance be- 
tween supply and demand. The agency 
believes this is “perhaps the be- 
ginning of a surplus trend.” For fur- 
ther details see p. 44. 

Refinery Runs Up—Runs to stills at 
U. S. refineries increased 99,000 b/d 
during the week ended May 23 as 
compared with the preceding week, 
but they were still below the 7,000,000 
b/d mark, according to American Pe- 
troleum Institute statistics. 

Gasoline and distillate fuel produc- 
tion at refineries rose while kerosine 
and residual fuel output declined. Gas- 
oline stocks continued to decline and 
inventories of kerosine, distillate and 
residual fuel oil gained. See table be- 
low for details. 

The output of crude oil and con- 
densate averaged 6,359,950 b/d, up 
750 b/d from the week ended May 16. 

Crude Availability Rises—The Na- 
tional Petroleum Council reported 
lact week that the availability of 
crude oil and natural gas liquids in 
the U. S. increased 859,000 b/d to a 
total of 8,159,000 b/d from January, 
1951, to January, 1953. Crude oil 


Summary of API Report on Refining Operations 
(U. S. Totals—B, of M. Basis) 


Week Week Increase 
Ended Ended or 
May 23 May 16 Decrease 
Production (Figures in barrels) 
Crude runs—daily avg. 6,983,000 6,884,000 + 99,000 
Foreign crude included 665,000 610,000 + 55,000 
Percent operated . ; 91.3 90.0 + 1.3 
Gasoline . 23,143,000 22,960,000 + 183,000 
Kerosine . 2,296,000 2,615,000 — 319,000 
Distillate fuel oil 9,840,000 9,244,000 + 596,000 
Residual fuel oil 8,448,000 8,666,000 — 218,000 
Stocks 
Finished & unfinished gasoline 153,923,000 155,415,000 — 1,492,000 
Kerosine 34 ....... 22,540,000 21,360,000 + 1,180,000 
Distillate fuel oil . 67,052,000 64,941,000 + 2,111,000 
Residual fuel oil . 40,629,000 40,258,000 + 371,000 
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availability climbed to 7,465,000 b/d, 
with natural gas liquids rising to 
694,000 b/d. 

Based on a crude production rate 
of 6,551,000 b/d in January, crude re- 
serve capacity stood at 914,000 b/d. 
The production of natural gas liquids 
averaged 653,000 b/d in that month, 
leaving a productive reserve of 41,- 
000 b/d. This makes total reserve 
capacity for crude and liquids of 955.,- 
000 b/d, based on total production in 
January of 7,204,000 b/d. 


Penna. Runs—Weekly runs to stills 
of Pennsylvania grade crude oil de- 
clined during the week ended May 23, 
1953, according to the National Pe- 
troleum Assn. Comparative figures 
follow: 


Week Ended Week Ended Week Ended 
May 23, 1953 May 16, 1953 May 24, 1952 
46.354 b/d 58,466 b/d 53.807 b/d 


Gasoline Consumption — The API 
has reported March gasoline consump- 
tion estimates for 37 sta‘es and the 
District of Columbia as follows (in 
thousands of gal.): 


March March Gq 


1953 1952 Change 
Ar zona 27,231 25,111 + 8.4 
Arkansas . 37,796 35,542 + 6.3 
Colorado gtes 41,742 34,359 +21.5 
Connecticut .. 45,721 42,699 + 7.1 
Delaware ......... 9.650 8,528 +13.2 
Dist. of Columbia... 16,730 17,318 3.4 
Georgia . ray 82,375 76,655 + 7.5 
Illinois 201,505 175,963 +14.5 
Indiana , . 117,874 101,630 + 16.0 
lowa .. ah ia 80,179 63,119 +27.0 
Kansa . 66,197 52,727 +25.5 
Kentucky . 51,261 50,580 + 1.3 
Louisiana ... 57,124 50,192 +13.8 
Massachusetts 79,530 81,338 2.2 
Michigan .. 170,698 149,155 + 14.4 
Minnesota 71,798 59,816 + 20.0 
Montana 17,786 13,513 + 31.6 
Nebraska . 43,643 31,854 + 37.0 


New Hampshire .. 9.735 9,414 + 3.4 


New Jersey ...... 121,899 105,304 15.8 
New Mexico ... 21,829 21,348 + 2.3 
New York .. , 231,315 216,361 6.9 
North Carolina . 89,759 89.314 + 0.5 
North Dakota .. 16,773 11,538 + 45.4 
Ohio .. ae on 210,441 190,371 + 10.5 
Oklahoma 63,339 61,492 3.0 
Oregon ...... 42,339 41,437 2.2 
Penrsylvania .. 200,121 184,585 8.4 
Rhode Islard .. ‘ 15,953 14,447 +10.4 
South Carol'na .. 48.372 45,144 7.2 
South Dakota .. 17,775 15,718 13.1 
Tennessee 70,452 67,066 + 5.0 
Texas .. o* ee 372,951 320,544 + 16.3 
eee 7,041 6,770 4.0 
Virginia ....... 82,596 77,116 7.1 
Washirgton ....... 61,681 56,887 8.4 
West Virginia ... 28.363 31,128 8.9 
Wyoming ....... 10,505 8.301 + 26.6 


Foreign Demand Growth—The rate 
of gain in oil demand abroad in the 
first quarter of 1953 was “somewhat 
higher” than the increare of about 
5% in this country over the same 
period last year. This was reported 
last week by Jersey Standard Presi- 
dent Eugene Holman at a share- 
holders’ meeting. He said no quan- 
titative data on first quarter con- 
sumption abroad is available yet. 


Mr. Holman predicted that “over- 
all demand during 1953 (U. S. and 
foreign, excluding Russia) will be 
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product...top quality 
program... complete 
policy... sound 

price... right 

your profit... substantial 


it’s good business 
to do business with Thermoid! 
May we tell you why? 
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Thermoid Company 
Special Sales Division 
Trenton, New Jersey 
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about in the range of 6% above the 
1952 demand.” 

Imports Rise—Crude oil and prod- 
ucts imports into the U. 8S. east of 
Californa climbed 58,200 b/d in the 
week ended May 23, according to 
American Petroleum Institute. Total 
U. 8S. imports, however, rose only 
14,600 b/d—since imports into Cali- 
fornia dropped 43,600 b/d. 

Week Week 4 Weeks 
Ended Ended Ended 
May 23  May16 May 23 








(bbls. per day) 
East of California: 
Crude oil ...... 544,500 584,800 580,500 
Residual fuel .. 398,200 293,700 351,300 
Distillate fuel .. 5,000 10,100 6,300 
Asphalt ....... 7,300 8,700 8,200 
GURGES ccccccces SOO wwe ae 3,100 
Total ........ 955,500 897,300 949,400 
California: 
Crude oil ..... 136,000 177,000 130,900 
CN eek beac cs eenses 2,600 700 
. eer err 136,000 179,600 131,600 
Total U. 8. 
Imports ....... 1,091,500 1,076,900 1,081,000 


Exports Up Too—vU. S. exports of 
prince pal oil products rose 66.5% to 
an average of 297,100 b/d during the 
four weeks ended May 1 from the 
four-week period ended April 3. Fig- 
ures in the following summary of 
PAD’s weekly report are in thou- 
sands of b/d: 


Change from 
Week Week 4 Weeks 4 Weeks 
Ended Ended Ended Ended 
May 1 April24 May tl April 3 
43.5 





Avgas .. 55.0 47.8 + 18.2 
Mogas .. 58.3 41.5 55.7 + 23.9 
Kerosine. 29.7 34.1 30.2 + 4.5 
Distillate. 42.9, 94.8 98.6 — 0.8 
Residual . 56.4 56.8 69.1 + 20.7 

Total . 242.3 275.0 297.1 + 66.5 


Military Wants Oil—Armed Serv- 
ices Petroleum Purchasing Agency is 
seeking bids by June 9 on the fol- 
lowing products for Region 1 deliv- 
ery (all figures in gals.): 

74 octane motor fuel: 586,700. 

80 octane motor fuel: 114,500. 

No. 2 fuel oil: 412,000. 

No. 6 fuel oil: 356,000. 

Other fuel oil: 27,000. 

Grade 91 avgas: 6,000. 

Grade 80 avgas: 23,000. 

Diesel oil: 97,500. 

Kerosine: 17,500. 

Unleaded gasoline: 11,000. 


ASPPA also reported last week 
a shortage of more than one million 
bbls. in avgas needs for fiscal 1953 
(ending June 30, 1953). The agency 
still needs 806,000 bbls. of Grade 
115/145 and 266,000 bbls. of other 
grades. 

Venezuela Output—cCrude oil pro- 
duction in Venezuela in March of this 
year was 101,444 b/d under the 
March, 1952 average. Production av- 
erages were: 

March, 1953—1,718,505 b/d. 

March, 1952—1,819,949 b/d. 

February, 1953—1,717,054 b/d. 

Kansas Allowable Stead y—The 
Kansas State Corporation Commis- 
sion has set the state’s crude oil al- 
lowable for June at 310,000 b/d (not 
including condensate). This is the 
same as the May allowable. 
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NEW WEST COAST 
DELIVERY FACILITIES 


As a service to refiners without rail sid- 
ings in the Southern California area 
and as a convenience for all refiners 
requiring urgency shipments of tetra- 
ethyl lead, Du Pont recently set up 
facilities for delivering TEL by tank 
truck. 





Located adjacent to Du Pont's El Monte district 
laboratory, special truck-loading facilities in- 
clude a rail siding, an 8,500-galion weigh tank 
in the all steel TEL building and a 10,000-galion 
gasoline tank. 


To get the program into operation 
required more than just specially-built 
tank truck trailers. A weigh tank like 
the ones used in refinery blending 
plants was needed. To load the trucks, 
the TEL must first be transferred into 
the weigh tank from railroad tank cars. 
The procedure is the same as unload- 
ing a tank car at a refinery. 

Loading the truck for shipment is 
similar to the procedure involved in 
transferring TEL from a refinery weigh 
tank to a standby tank. The tank truck 
trailer is constructed with the same 
dome as used on railroad TEL tank 
cars. 

The eductor is used to pull vacuum 
on the trailer through a one-inch hose 
attached to the trailer’s vent plug. This 
draws the compound from the weigh 





This close-up of the tank truck facilities shows 
the 2-inch Du Pont-designed Metalfiex hose 
used in loading the trucks as well as for un- 
loading railroad tank cars. 


tank into the trailer. Any known quan- 
tity can thus be weighed out into the 
trailer. 


ADVERTISEMENT —P: 





Radioactive Tetraethyl Lead 
Throws New Light on 
Engine Deposit Formation 


Since deposits formed in combustion chambers of automotive and aircraft 
engines produce undesirable effects, petroleum engineers and engine de- 
signers have long sought a method of eliminating them. 

It may be possible to accomplish this if the mechanism of their formation 
and scavenging is understood more completely. However, the lack of a direct 
method for following the formation while it is occurring has made the study 
of combustion chamber deposits difficult. The appearance of deposits at any 
time during their formation only suggests the processes which have occurre ad. 
But now, the use of tetraethyl radiolead in tracer amounts in the fuel pro- 


vides a new procedure for such study. 


P . 





CONDITIONS : 

101 Hours with 3 ML. 
Tel (Straight) /Gal. + 
0.5 Hours with 3 ML. 
Tetraethyl Radio 
Lead (Straight) /Gal. 


*BLACK =Redicactive Deposits. 


The deposit on the cylinder head at left has reached “equilibrium,” but has not yet 
been exposed to operation with tetroethyl radiolead. After being exposed to short 
operation with radiolead, the autoradiograph of the same cylinder head on the right 
shows that the most recently formed deposits concentrate on the thicker deposit surfaces. 


The technique of studying deposit for- 
mation through the use of tetraethyl 
radiolead was developed at the Du Pont 
Petroleum Laboratory. It was revealed 
to the industry in a paper recently pre- 
sented by Du Pont chemists to the 
Division of Petroleum Chemistry of the 
American Chemical Society. 








With a 10,000-gallon gasoline tank 
to provide circulating it 1id for the 
eductor, the entire setup closely resem- 
bles a refinery blending plant. As such, 
it will be possible to use the plant for 
training customer blending personnel. 

Because of these added facilities, all 
refiners in the Southern California area 
are assured prompt, conveniently 
scheduled deliveries of Du Pont TEL. 
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Chemicals Division of E. 1. du Pont de Nemours & Company (inc.) 


The radioactive lead used in the 
Petroleum Laboratory's investigations 
is radium D. This is one of the decom- 
position products of the uranium series. 


USE OF X-RAY FILM 

The exact location and distribution of 
the radioactive lead salts deposited in 
the chamber can be detected by X-ray 
film. By this technique, it is now possi- 
ble to observe the formation and re- 
moval of deposits resulting from tetra- 
ethyl lead during a relatively short time 
at any stage of the deposit growth. 

It also indicates the importance of 
temperature and physical state of a sur- 
face in influencing deposit laydown. 
And the new technique can be used to 
demonstrate the efficiency of halogen 


scavenging. 
OVER 
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THERMAL FACTOR 


Using radioactive lead as a tracer ele- 
ment. it was found that new deposits 
form more rapidly on the thicker de- 
posit surfaces than on the thinner de- 
»osit or bare metal surfaces. It is be- 
lieved that this is due to the difference 
in temperature of these surfaces which 
produces a sintered surface condition 
on thick deposits. This condition is con- 
ducive to adhesion of fresh deposit. 


HALOGEN EFFICIENCY 


Halogens ordinarily are used with tetra- 
ethyl lead to reduce the amount of de- 
‘a in the hotter portions of the com- 

ustion chamber. These form lead 
halides which are too volatile to remain 
on these hot surfaces. 

The Petroleum Laboratory's investi- 
gations with radioactive lead showed 
that established deposits can be scav- 
enged by halogens in the fuel through 

as-solid reactions to form volatile lead 
alides. This scavenging action of halo- 
gens also greatly reduces the forma- 
tion of new deposits on exhaust valves. 


DEPOSIT MIGRATION OBSERVED 


A previously unrecognized t of 
scavenging mechanism can now be ob- 
served. The migration of deposits with- 
in the combustion chamber has long 
been suspected. But it was not possible 
to demonstrate this mechanism. 

The use of tetraethyl radiolead en- 
ables the researcher to see clearly how 
small particles of the deposit are con- 
stantly transferring from one location 
to another. This process has been called 
“flecking.” It differs from flaking caused 
by rupture of bonds deep-down in the 
deposit which results in the breaking 
off of relatively large pieces. This oc- 
curs only after relatively long periods 
of engine operation. 

Flecking, on the other hand, occurs 
continually from the surface of the de- 
posit. And this migration process ap- 
pears to be responsible for almost all 
the exhaust valve deposits when halo- 
gens are present in the fuel. 

This work with radioactive tetraethy] 
lead is part of Du Pont’s continuing 
study of engine deposits. The aim of 
this project is to help petroleum and 
automotive engineers find a practical 
method of eliminating or controlling 
combustion chamber deposits. 


E. |. DU PONT DE NEMOURS & COMPANY (INC.) 
Wilmington 98, Delaware 
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Du Pont Gadget Show Displays “Ideas” 


MECHANICAL INGENUITY is one of our 
country’s most valuable assets. 

We are always looking for some 
gadget to do a job more easily, cheaply, 
efficiently, or safely. An excellent ex- 
ample of this is the way Du Pont em- 
ployees representing many of the com- 
aon 73 plants and 38 laboratories 

ave applied their inventiveness to 
solving operations problems. 

Since many of the Du Pont employee 
inventions have broad application = 
refineries, the company - wrapped 
them all up into a single traveling ex- 
hibit. None of the items displayed are 
either patented or sold by Du Pont. 








Here are just a few examples of the 
devices included in the show: 

1. Scissors-like railroad chock to 

safeguard workmen’s hands. 

2. Asbestos heat insulator for gas 
cylinders. 

3. Neoprene-impregnated paper cap. 
Can be thrown away if splattered 
with chemicals. 

4. Valve lock-out cover to assure safe 
pipeline maintenance. 

Now on tour, the exhibit will be 
shown in the major refining areas of the 
country with a Du Pont representative 
on hand to answer questions. 








West Coast District Manager 


Georce L. TyLer, manager of the Pe- 
troleum Chemicals Division West Coast 
District, came with Du Pont in 1947. 
Mr. Tyler’s broad experience in the 
oil industry dates back to the oil fields 
of Texas in 1921. In 1922 he became 
associated with the Pacific Gasoline 
Company which later became part of 


Petroleum ( 


NEW YORK, N. Y.—1270 Ave. of the Americas 
CHICAGO, !LL.—8 So. Michigan Bivd. 

TULSA, OKLA.—1811 So. Baltimore Avenue 
HOUSTON, TEXAS—705 Bank of Commerce Bidg. 
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the Standard Oil Company of Cali- 
fornia. In 1929 he joined the land de- 
partment of the Shell Oil Company. 
He became secretary-treasurer of the 
California Natural Gasoline Associa- 
tion in 1938. 

His first assignment with the Du Pont 
Petroleum Chemicals Division was as a 
sales-service representative in the West 
Coast district. He was appointed man- 
ager of this district in 1949. 

Mr. Tyler is a graduate of the Uni- 
versity of Southern California Law 
School, and has taken extension courses 
on petroleum technology. 
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Phone COlumbus 5-3620 
Phone RAndolph 6-8630 
Phone TUlso 5-5578 
— PReston 2857 
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IN CANADA: Canadian Industries Limited—Toronto, Ont. —thnedl, Que.—Calgary, Alta. 











—and NPN sells TBA — 


With every tick of the clock, motorists buy ap- 
proximately $95.00 worth of tires, batteries and 
accessories from the oil industry. That amounts 
to $5700 a minute, $8,208,000 a day, three 
billion dollars worth a year! 


As each second ticks, another tire is sold. 
Every two seconds, it’s a new battery. Since you 
started to read this ad, 200 motorists have 
bought other accessories, too, at their neighbor- 
hood service stations. 


Can you hear those cash registers chiming a 
chorus of sales? Whose tires, whose batteries, 
whose accessories are being sold—YOURS? 
Are you getting your share of this oil company 
TBA* business? Know how to get it? Where to 
start? Whom to see? 


There is a particularly effective method of 
soliciting this business; an inside track to the oil 
jobbers and major oil company marketing men 
who decide what TBA items shall be sold. It’s 
advertising in National Petroleum News. 


National Petroleum News reaches market- 
ing management men in oil jobber organizations 
and major oil companies—the men who direct 
the packaging, storage, transportation and sales 
of petroleum products, PLUS the purchase and 
resale of tires, batteries and accessories. 


If you want TBA business, the first logical 
step is an advertising campaign in National 
Petroleum News. 





*TBA is the oil industry’s designation for tires, batteries and 


NATIONAL PETROLEUM NEWS 


A McGRAW-HIEE PUBLICATION 


Publishers of the 
Annual TBA Directory 
& Buyer's Guide 





1213 West Third Street « Cleveland 13, Ohio 
Offices in New York, Chicago, Philadelphia, Washington, Houston, Los Angeles, Son Francisco 
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Boost Your T. B.A. Profits 
», With These 10 WEATHERHEAD 
2 Merchandisers! 


DC-711 DRAIN COCKS 


16 drain cocks in the five most pop- 
ular types, conveniently packaged 
in a combination display and in- 
ventory unit. Services all makes. 








H-222 GAS AND Oll LINE 
MAKE-UP KIT 

Seventeen different ends and a 
generous supply of hose for fast, 
EASY replacement of gas, oil and 
oil filter lines when made-up lines 
are not available. 

















WL-101 HYDRO-LECTRIC WINDOW 
LIFT HOSE AND FITTINGS 
This assortment makes you service 
headquarters for hydraulic window 
lift and folding top hose repairs 
+. duplicates more than 70 
factory-assembled lines. 


D-24 DASH CONTROLS 

Attractively packaged to sell while it serves. 
24 dash controls in a variety of colors and 
styles to repair broken or worn-out controls, 
Plastic knobs harmonize with any instru- 
ment panel, 


H-128 GAS AND OIL LINES 


With these 21 original equipment 
fuel lines, you can service four out 
of every five cars. Sturdily built wall 
rack provides convenient storage. 


#2194 READY-TO-USE OIL 
FILTER LINES 


Included with this kit of 14 different oil filter 
lines are 12 various types of converter 
fittings for adapting these popular lines to 


meet unusual requirements. 





H-214 UNIVERSAL OIL FILTER LINES 


A real “handy man” with 16 universal lines 
and six adapters for EASY replacements on 
any car, Takes the place of almost 400 
different “ready-to-use” lines. 





F-92 TUBE FITTINGS AND 
DRAIN COCKS 

All the fittings you need for hurry-up 
jobs, 191 in all, in a handy cabinet 
that puts the fitting you want right 
at your fingertips. 


BA-411 HYDRAULIC BRAKE 
FITTINGS 

One compact assortment of 118 fittings, 
50 different items, answers all your brake 
fitting problems. Takes up a minimum of 
spoce ... gives you maximum service. 


F-200 TUBE FITTINGS 

AND DRAIN COCKS 

Need a plentiful basic stock? 

Then this 568-fitting assortment 

is ideal for you. Every item stays 

clean, neat and in full view in “EL 
this bottle display. 


START TODAY te make extra money the EASY way! Write for details 
and prices, THE WEATHERHEAD COMPANY, Dept. D-3, 
300 East 131st Street, Cleveland 8, Ohio. 











%& HEIL TRIPLE DISHED HEADS 


Heil’s continuous research with stress and 
strain gauges on a wide variety of head 
designs has resulted in a triple-dished head 
widely recognized as the strongest in the 
industry. The newly designed heads have 
three deep-dish contours, separated by two 
full-height, straight-edge surfaces to which 
closed box-section reinforcing channels are 
securely welded to make an unbelievably 
strong unit. Heads are triple-dished and 
flanged in one forming operation. Finished 
heads are precisely identical in size and 
shape, assuring strong, straight, true tank 
structure. 


%e VAPORPROOF RIGID METAL 
WIRING CONDUIT 


Vaporproof rigid metal wiring conduit and 
gir lines lead from junction box along in- 
side of catwalk flashing and down through 
large diameter drain tubes to vaporproof 
light boxes. With air and electric lines at 
the top of the tonk rather than underneath, 
they cannot be fouled or damaged by mud, 
snow, ice or road gravel. 


¥ MANY OTHER FEATURES -Bolted-on telescopic landing gear clears 
mud, snow and ice; efficiently designed, job-tested tandem axle; fifth 





el 


tk MANHOLE COVERS 


Manhole covers are lightweight, non-break- 
able pressed steel, equipped with 10-inch 
hinged filler caps, vents, and all necessary 
safety features plus a highly desirable self- 
locking latch. Cover is attached to manhole 
ting with non-sparking brass wing nuts. 


3% SMOOTH OUTER SHELL 


Smooth ovter shell with no unsightly tie 
bands. Uniformity in die-pressed heads as- 
sures perfect fit and a straight, true, lead- 
free tank. Smart appearance spells success. 


te LARGE, FAST-FLOW MANIFOLD 


Large, fast-flow manifold is the com- 
mon-header type. All piping is rugged 
thin wall steel tubing with wide rodivs 
bends for unrestricted flow. 


te EMERGENCY VALVES 


Emergency valves in each compartment 
meet all 1.C.C. requirements. Individual 
cable controls are front and side of 
tank. Fusible plugs in top of tank are 
located directly over emergency valves. 


wheel plate is adjustable to seven positions and may even be reversed to 
provide seven more kingpin positions. Ask about other important features. 
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rT HEIL 


HERE’S Heil’s new profit-producer for the petroleum transport industry, the latest 
model in a 52 year record of pioneering in lightweight, maximum strength design. 
It’s weight-engineered, not just stripped, for hauling extra gallons of pay load 
instead of excess metal. It’s dynamically-designed for the-greatest possible struc- 
tural strength . .. static and dynamic strain gauge tests under actual operating 
conditions show stress levels indicating amazing endurance and stamina. Drivers 
like the greater margin of safety and easy handling . .. owners appreciate the long 
service life and freedom from maintenance as well as bonus pay loads on every trip. 

Heil’s new lightweight transports are available in 4000 to 8000 gallon capaci- 


ties. Write for complete details about the size “profit-engineered” for you. 
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MOHAWK FRANCHISES 


available in some territories. 
Write Now for Information. 


THE MOHAWK RUBBER COMPANY 
PLANTS: 
Akron, Ohio * Littleton, Colorade 
EXPORT DEPARTMENT: 
1819 Broadway, New York 23, N.Y. 
Cable “Mohawk” New York 




















Dealers coast to coast report extra profits when they 
feature this premium quality, low pressure tire. 
That’s because they can readily show customers these 
superior features: 


ACTION TRACTION — over 2400 razor-like edges 
per tire for non-skid safety. 


SUPER STRENGTH-—produced by over800 shoulders 


on tire. 


COOLER RUNNING-— more than 800 air vents to 


increase tire life. 


LONGER WEAR —from Moprene tread made with 
improved carbon black. ; 


LASTING TREAD — it is deeper and scientifically 
designed so edges remain sharp. 


Available in black or white sidewalls, the Mohawk 
Super Chief offers alert dealers an outstanding oppor- 
tunity for increased profits per tire sold! 
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President 

John H. Thompson, 
Thompson Motors 
of Great Neck Inc. 
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*Globe Frame-Kontact Hoists are manufactured under one or more of the 


WOVE dealer says: “The : 
| GLOBE Frame-Kondact HOIST 


is the greatest step forward in years.” 





President John H. Thompson of Thompson Motors, suc- 
cessful Ford dealer of Great Neck, New York, is really 
service minded. He knows the service dollar is one of the 
most important earnings of any car dealership. So he makes 
the most of his shop floor-space with five Globe Frame- 
Kontact Hoists. 


Mr. Thompson wrote in a recent letter: ‘“The service dollar 
return (from his Globe Hoists) has increased to such an 
extent that we are now adding a new building to our shop 
and this space will accommodate six more of the Globe 
Frame-Kontact units.” 


es 






$30-25936235. Other U 





a4 gn nts pending. 
Use the coupon to get the full story of the 
revolutionary Globe Frame-Kontact Hoist. 


GLOBE HOIST COMPANY 
1000 E. Mermaid Lane 
Philadelphia 18, Pa. 


| want to know all about Globe Frame-Kontact Hoists. 





SGI vp cto ale vee pepee teva lay csi aeb ki wea re 
THE BEST LIFT 
Globe Hoist Compeny, 1000 E. Mermaid Lane, Phila. 18, Pa. City ond Zone... ......---- eee eres State 
Factories at Des Moines, lowa and Phila., Pa. © eb ettin ienh dinsh aims anne clino Aniet ently mb ciankcaats hesitant ut quits eines emmy eam 




















Announcing — 

















AC MODEL “L” 


SPARK PLUG 
INDICATOR 


This pressure test indicator shows rela- 
tive operating efficiency of used plugs 
compared with new ones— indicates 

















Sturdy, o 
body fea ure 


¥&e deep well , view andes 
* flip-flop connec arm bare 
%& easily read indicator dial 


%& 4 bolt holes for bench mounting { 





THIS “SPARK PLUG SALESMAN” WILL QUICKLY PAY FOR 


ITSELF IN INCREASED SPARK PLUG SALES 
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ay New Cars as 
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GM 
AC SPARK PLUG DIVISION Lael GENERAL MOTORS CORPORATION 
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Kellys help bring in more business! 


—with a complete product line of job-designed tires of unsurpassed quality! 
—with powerful year-round selling support! 
—with effective advertising and sales promotion helps! 


As a Kelly dealer you have everything 

it takes to build bigger sales. 

1. You get tires backed by a 59-year 
reputation for craftsmanship. 

2. Tires that today deliver extra thou- 
sands of safe miles. 

3. Tires you can sell at the top prevail- 
ing prices. 

4. And a sales-incentive plan that keeps 
you fully competitive at the cost level. 


Sure-Stop Super Flex 
P Pi 






Cruiser 


Consider all these advantages of a Kelly 

Franchise. Then, for complete informa- 

tion, write us at the address below, today! 

® A complete, modern line, including 
perfected Nylon Truck Tires that you 
can sell at top prevailing prices. 


® An ample trading area in which to 
operate, 


® Continuous colorful advertising in 
leading magazines. 


Cruiser 


Truck 


Safe Trac 
P 






Truck 


® Plenty of effective sales-promotion 
help at local level. 


®@ The close personal cooperation of ex- 
perienced factory and field organiza- 
tion, large enough for efficiency and 
not too big to devote attention to 
individual dealer problems. 


THE KELLY-SPRINGFIELD TIRE COMPANY 


Cumberland, Maryland 
Truc Trac Commercial Heavy Dual Trac 
Tread Truck 


Special Service 


> om 


Proved and improved 
for 59 Years! 
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...Q@hd Sinclair Dealers Have it / 


What a pair for pulling in motorists! A really different gasoline and a sensational 


new motor oil. The switch to Sinclair is sweeping the country—building a bigger 

volume than ever for Sinclair Dealers. And Sinclair is pushing this terrific story with the 
most powerful campaign in its history— Life, Saturday Evening Post, Look, Collier’s— 
hundreds of newspapers—Radio, TV—eye-catching point-of-sale displays. 


Why not join the 2,168 new dealers who switched to Sinclair last year. Contact your 
nearest Sinclair Representative or write Sinclair Refining Company, 600 Fifth 


Avenue, New York 20, N. Y. 
SINCLAIR 


Ask about the Sinclair TBA Franchise featuring 
Goodyear—the greatest name in rubber! 
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Have you checked Prest-0-Lite? 

This nationally advertised line 

offers a complete profit-packed 

program designed to meet your 
TBA requirements. 


PREST-O-LITE BATTERY COMPANY, INC., TOLEDO 1, OHIO 
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Stations do better 
with DULUX 


REG. U.S. PAT. OFF. 








Good appearance is good business. With 
women especially, a colorful, inviting sta- 
tion can make the difference between gain- 
ing or losing a sale. Men, too, appreciate 
the look of good management that only 
bright, well-groomed pumps and buildings 
can give. 

More and more station operators today 
are using Du Pont DULUX Enamel to 
create this good impression. They know 
that DULUX colors keep their high gloss 
for months . . . stand up wonderfully to 
hard knocks and rough weather . .. sparkle 
anew after every wipe-down. And durable 
DULUX resists oil and gas spillage. . . 
pays off in far lighter maintenance prob- 
lems and costs. 


With over 187,000 service stations com- 
peting throughout the country, you owe 
your station the eye-catching appearance 
that leads to more and bigger sales. You 
can have it with Du Pont DULUX! 


GU PONY 


REG. y. 5. PAT. OFF 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 


DULUX enamel 


REG. U. S. PAT. OFF. 


CHEMICALLY ENGINEERED TO DO THE JOB BETTER 











WHERE 
DULUX Goes 
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Spark Plug Wire Sets with One-Piece Molded Terminals 


- B00st protite by selling 
emaat| tHus pow kind Of’ 
lonition Fhofection * 





3% EASILY INSTALLED—Al! necessary nipples and gaskets included in 
each set. Tailored sets for popular applications with no cutting or 
fitting required! 

3% LOW INVENTORY—Only 4 Universal Neosheath sets provide wide 
application for most popular cars. 


ok READY-MADE MARKET—NEOSHEATH is original factory equipment 
on many of America’s finest cars, trucks and tractors. 


ASH in on this new kind of wire that Auto-Lite Neosheath spark plug wire 
helps solve wet-weather and winter __ sets are built with “‘one-piece’”’ molded 
troubles. Improves starting! Helps rubber construction and fit water- 
performance! Aids pick-up! Elimi- tight over all spark plugs. Ask your 
nates flash-over! Resists heat and oil! jobber about new Auto-Lite Neo- 
Saves wear and tear on batteries! sheath or write to 
Don’t miss this real opportunity for THE ELECTRIC AUTO-LITE COMPANY 
boosting your spark plug wire sales . . . Merchandising Division 
and everything else you handle. New _toiede 1, Ohic Toronto, Ontaric 


ORDER NEOSHEATH SPARK PLUG WIRE SETS FROM YOUR AUTO-LITE JOBBER TODAY 


wire and cable 






















HANNAY HOSE REELS” 


“save work and time’’, 
say the men who use them 


we REDRESS ONL SSIS. TIERS! EL SY Be 


Satisfied users take time out to 
write us about how well Hannay 
Hose Reels serve them. Regardless 
of anything we may say about our 
product, this, after all, is the final, 
positive proof of performance. 


D's’ 





Mr. T. J. Etheredge, Jr., Distributor of Gulf 
Oil Products in the city of North, South 
Carolina, writes, “We believe that the 
money invested in the Hannay Hose Reels 
has paid more dividends than any piece 
of equipment that we have ever purchased 
...actually save the equivalent of one-half 
the work and time of delivering fuel oil.” 





ANNaAy 
HOSE REELS 


*U. S. Pat. No. 2,490,353 CLIFFORD B. HANNAY & SON, In 


Patented 1950 in Canada VESTERLO. NEW yoRE 


©1953 C.B.H. & S. Inc. 


MANUFACTURERS OF MANUAL AND POWER OPERATED HOSE REELS FOR EVERY PURPOSE 
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4,500 MILES of new products pipe lines 
will be completed in the U. S. this year 


Products Pipe Lines Headed for Record Year 


When World War II started, the 
U. S. had only 9,000 miles of product 
pipe lines. 

By the end of this year, the U. S. 
will have more than 28,000 miles—- 
with more projects on the drawing 
boards. 

Pipe lines aren’t running other 
forms of oil transportation out of 
business (although the rails are feel- 
ing the pain), but they are making 
big changes in the oil distribution 
pattern. 

Much of this has come since the 
last war. In 1946, products lines were 
delivering 592,000 b/d. In 1952, they 
delivered more than 1,500,000 b/d. 
With 4,500 miles of products lines 
slated for completion at various times 
this year, the 1952 record seems cer- 
tain to fall. 

* What has brought this surge of 
growth? 

It’s Cheaper — There have been 
many factors, but the most important 
has been this: Economy. 

John E. Boice, special assistant at 
PAD on matters of supply and trans- 
portation, recently gave a good ex- 
ample: 

“It costs $1.66 to move a barrel of 
gasoline from Tulsa to Chicago or 
Minneapolis by rail. That same barrel 
of gasolitie can be moved between 
the same points by pipe line for 
only 63c, including a 5c terminal 
charge.” 

So that’s why there has been a lot 
of pipe line building. And that’s 
why there will be more built, 

Pipe Line Role — There are still 
many situations, however, where pipe 
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lines don’t have such an advantage 
over competing forms of transpor- 
tation. As seen on the maps on p. 34, 
for example, there are no products 
pipe lines paralleling a coast line. 
Water transportation is cheaper. 


For short hauls, tank trucks can 
do the job better in most instances 
than pipe lines. Therefore, most of 
the short lines are concentrated in 
areas of high population. 


And of course products lines can’t 
carry the heavy products, so the rail- 
roads still are very much in the pic- 
ture in this field. 


Because of the above factors, the 
development of products lines has 
been principally in the interior—away 
from the coasts—and linking major 
regions. 


How They Grew—The real impetus 
to construction of products pipe lines 
began in 1930, when the Tuscarora 
Oil Co. started pumping its first ten- 
der of motor gasolines out of Bay- 
way, N. J., to Midland, Pa., a dis- 
tance of 370 miles. The company’s 
rates were 25% to 60% below rail 
rates for equivalent distances. Also 
in 1930, the Phillips Pipe Line Co. 
built a 735-mile gasoline line from 
its refinery at Borger, in the Texas 
Panhandle, to Kansas City and St. 
Louis. 

These two regions—Pennsylvania to 
New Jersey-New York, and upper 
Texas and Oklahoma to St. Louis 
and Kansas City—were the scenes of 
principal products pipe line growth 
in the years that followed. 

In 1949, a through link from the 
Gulf Coast to Eastern refining cen- 


ters was completed, while products 
lines were reaching out into a new 
frontier: The Pacific Northwest. 
There was a spread, too, toward 
the north from the Mid-Continent 
areas, so that North Dakota, Minne- 
sota, Wyoming, Utah and Idaho were 
being reached by products lines. 


And up in the Great Lakes region, 
on the Canadian side, two products 
lines linked Montreal with Sarnia, 
Ont., at the Michigan border north 
of Detroit. 

Products lines had burrowed 
through Louisiana, Mississippi, Ar- 
kansas, Georgia, South Carolina and 
North Carolina. The nation’s capital 
was being fed a stream of oil prod- 
ucts by pipe line. 


Important Lines—The list of prod- 
ucts lines completed during the post- 
war years is long. Some of the ma- 
jor ones, particularly those opening 
new “frontiers,” are these: 


In 1946, the Humble Pipe Line Co. 
built a 276-mile line between Bay- 
town, Tex. (near Houston) to Irv- 
ing, Tex. (between Dallas and Fort 
Worth). The Great Lakes Pipe Line 
Co. built a series of lines, including 
a 204-mile line from Barnsdall, Okla., 
to Kansas City, and a 173-mile line 
from Omaha, Nebr., to Sioux Falls, 
S. Dak. It also opened a line to 
Alexandria, Minn., and to Grand 
Forks, S. Dak. 

All in all, there were 1,880 miles 
of products lines completed in 1946. 

In 1947, Standard Oil Co. (Indiana) 
completed a 450-mile span of 10- 
inch line from its Whiting, Ind., re- 
finery to Minneapolis, Minn., and ran 
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From Slow Start in 1930... 





Products Lines Keep Growing in 1953 





a 21l1-mile line from Minneapolis to 
Moorhead, Minn. The 1947 total 
pipe line mileage was 2,131 miles. 


In 1948, Sinclair Refining Co. made 
the first lines available to deliver re- 
fined products from the Texas Gulf 
Coast to St. Louis. This included 
conversion of a 560-mile crude line 
from Panova, Okla., to Wood River, 
and construction of a 264-mile line 
between Houston and Arlington (near 
Fort Worth). 

That same year, a 268-mile prod- 
ucts line between Casper, Wyo., and 
Denver was completed. Tlie 1948 
mileage total was 1,246. 

In 1949, there was more develop- 
ment in the West. One 261-mile 
line was built from Salt Lake City, 
Utah, to Twin Falls, Idaho, with a 
capacity of 15,000 b/d. Also, Sin- 
clair converted a 376-mile line from 
crude oil to refined products service, 
the line running from East — 
Ind., to Carrollton, Mo. 


The 1949 total was 928 miles. 

In 1950, another “frontier’ was 
opened when the Salt Lake Pipe 
Line Co. built an eight-inch line from 
Twin Falls, Idaho, to Pasco, Wash., 
to tie in with the Salt Lake City- 
Twin Falls span built in 1949. 

That same year saw the Great 
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Through Steady Growth by 1940... 





RAPID develop- 
ment of product 
pipe lines since 
1930 is shown in 
these maps, which 
also illustrate dis- 
tribution role lines 
are playing. They 
avoid coasts (and 
tanker competi- 
tion) and supply 
important consum- 
ing regions. Some 
lines on 1953 map 
are under construc- 
tion, to be finished 
this year 


Lakes Pipe Line Co. complete a num- 
ber of loop systems to increase ca- 
pacity of existing lines, including a 
177,000 b/d increase in its flow of 
products northward from Oklahoma. 

The 1950 total was 1,875 miles. 

In 1951, the Plantation Pipe Line 
Co, ran a 432-mile line from Baton 
Rouge, La., to Bremen, Ga. This was 
an 18-inch line with a 90,000 b/d ca- 
pacity and was an example of the 
trend to larger diameter products 
lines. In addition, Plantation com- 
pleted a 275-mile span of 14-inch line 
from Bremen to Charlotte, N. C., a 
distance of 275 miles. These two re- 
lated projects cost an estimated $52 
million. 


The 1951 total was 1,718 miles. 

In 1952, there was more activity 
in the West. Salt Lake Pipe Line 
Co. added loops to its Salt Lake 
City to Boise, Idaho, line. Bioneer 
Pipe Line Co. completed a 299-mile 
line from Sinclair, Wyo., to Salt Lake 
City. 

Ohio Oil Co. converted a 146-mile 
crude line to products service be- 
tween Wood River, Ill., and James- 
town, Ind. And Shell Oil Co. re- 
placed an eight-inch line from Wood 
River to East Chicago with a 14- 
inch line having a 52,500 b/d ca- 
pacity. 


Completions in 1952 totaled 2,042 
miles. 


Today’s Outlook—The biggest year 
of all is this one—1953. 

Buckeye Pipe Line Co. is spend- 
ing almost $23 million on a 291-mile 
line from Allentown, Pa., to Syracuse 
and Caledonia, N. Y. It’s to have 
a 50,000 b/d capacity. 

Indiana Standard has already put 
into service this year a $10 million 
line of 12-inch pipe reaching from 
Sugar Creek, Mo., to Dubuque, Iowa. 


And though it’s short—only 127 
miles—the Harbor Products system 
is working on a network from Phila- 
delphia to Trembley, N. J., with a 
capacity of 110,000 b/d. 

The Evangeline Pipe Line System 
also has in the works a 194-mile, 
16-inch line from Port Arthur, Tex., 
to Baton Rouge, La. This one will 
have a 96,000 b/d capacity. The 
work is estimated to cost close to 
$13 million. 

Another major project due to get 
under way soon will be a 595-mile 
line from Billings, Mont., to Spokane, 
Wash.—one more link in the growing 
network reaching into the Pacific 
Northwest. 

Indiana Standard is spending $11.5 
million on 10- and 12-inch lines be- 
tween its Whiting, Ind., plant and 
River Rouge, Mich. 

The Indiana Farm Bureau Cooper- 
ative Assn. has a 230-mile project 
from Mt. Vernon to Peru, Ind., and 
the Sinclair Pipe Line Co. is running 
a 12-inch line with a 54,000 b/d ca- 
pacity between Houston and Port 
Arthur, Tex. 

The Plantation Pipe Line Co. is add- 
ing a 14-inch loop to its Charlotte 
to Greensboro, N. C. line to boost 
the flow there by 53,500 b/d. 


The Wolverine Pipe Line Co. is 
putting in a 16-inch line with a 95,- 
000 b/d capacity from East Chicago, 
Ind., 300 miles to Detroit, Mich., and 
Toledo, Ohio. Indiana Standard is 


working on a 207-mile line from Man- 
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dan, N. Dak., to Moorhead, Minn. 
It will have a 40,000 b/d capacity. 
That’s the picture today. The oil 
industry has taken quite a stride 
from the time in 1901 when the 
United States Pipe Line Co. started 
using one of a pair of parallel four- 
inch and five-inch lines for the batch- 
ing of three grades of kerosine. 


All Play Part — With the tre- 
mendously rapid rise in demand for 
petroleum products, there has been 
room for all the major forms of 
transportation: Pipe lines, water car- 
riers, tank trucks and railroads. 

As PAD’s John Boice summed up 
the transportation picture in a recent 
speech: 

“Today America has a vast, com- 
plex modern petroleum transporta- 
tion system. There are ample ocean 
tankers, many of the super type de- 
signed to carry as many as 255,000 
bbl. of oil in a single voyage. There 
are many lake tankers with capacities 
up to 115,000 bbl.; a fleet of tank 
cars of from 4,000 to 16,000 gal. ca- 
pacity, with more than 200 types de- 
signed for specialized service; a fleet 
of modern barges with a capacity of 
1,176,000 gal. each designed to move 
200,000 bbl. of oil in an eight-barge 
tow. 


“There are thousands upon thou- 
sands of tank trucks that can handle 
from a few hundred gal. up to 7,000 
gal. each trip, and more than 163,- 
000 miles of petroleum pipe lines, 
many systems with pipe 18- to 26-in. 


in diameter and capable of carrying 
up to 300,000 b/d. 

“Our present petroleum transpor- 
tation system is a well-functioning 
machine and appears capable of do- 
ing an outstanding job in contribut- 
ing to the advance, the strength, the 
preparation for emergency.” 


Michigan Governor Vetoes 
Jobber Exemption Bill 


A Michigan bill exempting small oil 
jobbers and other small businessmen 
from certain “unfair” conditions of 
Michigan’s unemployment taxes, was 
vetoed by Gov. G. Mennen Williams 
after both houses of the legislature 
had passed it by large majorities. 

The bill, actually an amendment to 
the state’s Unemployment Compensa- 
tion Act, spells out the meaning of 
“independent contractor.” It also 
seeks to exclude this type of business- 
man (privately employed painters, 
for-hire truck operators, etc.), when 
hired as such, from being considered 
regular company employes. 

The state has insisted that em- 
ployers, hiring privately employed 
persons, were subject to a 3% unem- 
ployment tax on payrolls if the num- 
ber of all company employes, includ- 
ing such part-time help, totaled eight 
for period of 20 weeks in any one 
year. 

Since the House labor votes total 
34, one more than necessary to de- 
feat it, little likelihood is seen of 
the bill’s passage this term. 


Oil Storage, Pipe Lines 
Get Nod on Tax Write-Off 


An oil products pipe line and stor- 
age project in Williston Basin was 
among the largest oil industry ex- 
pansion programs approved for rapid 
tax amortization by the Office of De- 
fense Mobilization during the two 
weeks ended May 20. 

The following list shows company, 
location of project, total cost ap- 
proved and percentage of cost ap- 
proved for fast tax write-off: 


Pipe Lines 
Williston Basin Pipe Line, Inc.— 


Glendive to Billings and Laurel, 
Mont., $4,587,697, 25%; $533,472, 
40%. 


Buckeye Pipe Line—Toledo, Ohio, 
$75,000, 25%. 


Storage 

Inwood Oil Terminals, Inc.—Brook- 
lyn, N. Y., $576,500, 40%. 

Massena Oil Terminal, Inc.—-Louis- 
ville, N. Y., $237,800, 40%. 

Gulf Refining—Baton Rouge, La., 
$225,200, 40%. 

Refineries 

Esso Standard—Everett, 
$502,000, 65%; $151,400, 40%. 

Superior Refinery Owners, Inc. — 
Superior, Wis., $372,500, 65%. 

Onyx Refining — Jones County, 
Tex., $443,000, 65%; $126,921, 40%; 
$113,500, 15%. 

Pure Oil—Andrews County, Tex., 
$676,000, 65%. 


Mass., 





Stress on Oil Change and Filters Boosts Lube Sales Ratio 22% 


Canfield Oil Co., of Cleveland, 
boosted its motor oil ratio at stations 
22% this April over same month of 
1952. The ratio for 150 leased outlets 
in northern Ohio rose from 2.16 to 
2.64. 

How did Canfield do it? 

Mainly through a lube sales cam- 
paign featuring stations as “Collec- 
tors of Internal Residue,” offering 
the spring changeover combination of 
an oil change and a new filter. Many 
stations had bushel baskets at the 
pump island for collecting used, 
clogged filters. Dealers report motor- 
ists were impressed by this visual 
evidence of oil contamination. 


The campaign ran from April 10 
to the end of May, and oil ratios last 
month were a “distinct improve- 
ment” over May, 1952, according to 
the company. 

Canfield laid the groundwork for 
its campaign with a dinner meeting 
for dealers in Cleveland. The com- 
pany followed up by providing lube 
sales handouts and other promotional 
material. It also pushed the campaign 
with spot television programs in the 
morning. 
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PUMP BANNER at Canfield station in Lakewood, Ohio, draws attention of passing 
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motorists to lube-filter sales drive 
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Red Crowris Summer Formula... born in a desert 






NEWSPAPER ads 
such as the one- 
page ad shown 
here, tell the story 
of Indiana Stand- 
ard’s new “sum- 
mer formula” gaso- 
line 


Summer RED CROWN is proved at 115° of desert heat to 
be sure you get the smoother performance you want for 
all your summer driving. At regular price you save wit! 









the premium volatility you need for smooth-flowin 
sveayeuchiagiiinietane cut best possible mileage. Now higher 
io vetane than ever before. Summer RED CROWN is tried and tested. 
Ieve’s proof that there is a difference in gasoline. Try it today! 


Red Crown cart be beat in summer heat ! 









‘Summer’ Gasoline Pushed 
By Standard of Indiana 


Relief from engine stalling due to 
vapor lock is offered the motorist by 
Indiana Standard in a new “summer 
formula” gasoline launched this week 
through a newspaper-radio-TV-bill- 
board campaign. 

The advertisements stress tests 
made in the Mojave Desert. The 
best blend was selected after nearly 
200 experimental gasoline blends 
were tested at temperatures up to 
115 deg., according to the company. 

Seven separate newspaper adver- 
tisements featuring the desert tests 
are scheduled during the summer. 
They will appear in 1,214 weekly and 
541 daily papers with a combined 
circulation of over 17 million. 

The story also will be told on 32 
radio stations in 28 key Midwest 
cities 167 times a week. Television 
stations in the company’s 15-state 
marketing area will show film clips 
of the tests, 

Oversize curb sign hoods, new type 
spinners, pump wrap-arounds, pole 
signs, and other displays will tie-in 
the “desert lab” theme at company 
stations. A summer-long series of 
three billboard postings on highways 
throughout the Midwest will top off 
the campaign. 





‘Cartel’ Case Transferred to New York 


By order of Federal District Judge 
Edward A. Tamm the international 
oil “cartel” civil suit was transferred 
June 1 to the Southern District of 
New York after the Justice Depart- 
ment withdrew its opposition to a 
change of venue. 

The sudden announcement by Jus- 
tice Department Attorney Leonard 
J. Emmerglick at a hearing in Wash- 
ington caught the defendant com- 
panies’ attorneys by surprise and ob- 
viously surprised Judge Tamm. 

Mr. Emmerglick said Attorney 
General Brownell had “conclud 
the government faced an Appeals 
Court delay, even if successful in 
fighting the transfer. Therefore, to 
avoid delay and because of “existing 
world tensions,” the government was 
withdrawing its opposition. 

Although company attorneys had 
braced themselves for a long battle 
at the hearing, the proceedings took 
only 10 minutes. 

Later, Mr. Emmerglick said, 
“We've been trying for 10 months to 
get to trial. Even if we won (against 
the transfer motion), the companies 
would appeal. We don’t want an- 
other delay of six months or longer.” 

Asked about the possibility of the 
New York docket being so crowded 
as to cause a delay, Mr. Emmerglick 
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said he thought the case, having 
“national security” aspects, would 
receive prompt attention in New 
York. 

The chief motion left hanging is 
the government request for a court 
order directing companies to turn 
over domestic documents and records 
called for in the original grand jury 
subpoena, as modified. 


Judge Tamm had set the hearing 
in order to arrive at a date for argu- 
ment on all the motions before the 
court. When he received Mr. Em- 
merglick’s notice of withdrawal of 
transfer opposition he started to take 
up a motion calling for production of 
the records. 


Attorney Gerhard Gesell, repre- 
senting Standard Oil Co. of New Jer- 
sey, suggested that this be left to 
the determination of whatever judge 
tries the case. 

Judge Tamm hesitated, then asked 
Mr. Emmerglick if the government 
was withdrawing its opposition to all 
motions of transfer, and the attorney 
replied that it was. 

Then, said Judge Tamm, “without 
further ado, the court will direct a 
transfer of the case to the Southern 
District of New York.” 


Companies involved in the civil 


suit are Standard Oil Co, (New Jer- 
sey), Socony-Vacuum Oil Co., Gulf 
Oil Corp., The Texas Co. and Stand- 
ard Oil Co. of California. 


Companies File Denials 
In Seattle Antitrust Suit 


Six of seven West Coast oil com- 
pany defendants have filed denials of 
charges made by George Moore, 
Seattle, Wash., service station opera- 
tor, in an antitrust complaint. 

Standard of California admitted 
only that it engages in the petroleum 
business. It made a general denial 
of Mr. Moore's charges of market 
control, price-fixing, conspiracy to 
eliminate competition and monopoliz- 
ing interstate commerce. Mr. Moore 
claims he was forced out of busi- 
ness. 

Tide Water Associated, Mr. Moore’s 
former supplier, admitted it engaged 
in all phases of the petroleum busi- 
ness, but denied it engaged in some 
phases in the state of Washington. 

Companies filing answers, besides 
Standard and Associated, were Rich- 
field, Shell, The Texas Co., and Union 
Oil of California. General Petroleum 
was given a continuance to file its 
answer. 

The next step will be by Mr. 
Moore’s counsel who will seek the 
right to look at the defendants’ docu- 
ments. 
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DAWES BROTHERS in Washington for 1925 inauguration of Charles Gates Dawes as Vice President of U.S. under Calvin 
Coolidge. Left to right, brothers are: Henry, Rufus, Charles and Beman 





Pure Oil Founder Dies; Ends Service of Dawes Brothers 


Beman Gates Dawes, oil pioneer 
and first president of Pure Oil Co., 
died May 15 at his home “Dawes- 
wood” in Licking County, Ohio. He 
was the last survivor of the four 
famous Dawes brothers (others be- 
ing Charles G., Rufus C., and Henry 
M.). 


Born in Marietta, Ohio, they be- 
came world figures, notable in both 
business and public life. Best known 
nationally was Charles G. Dawes, 
who became Vice President of the 
United States, and Ambassador to 
Great Britain. 


Beman was president of Pure Oil 
Co. from its beginnings in 1914 until 
1924, when he was elected chairman 
of the board. He was in that post 
until 1947, when he was elected to 
the executive committee of the board. 
He was a board member from the 
beginning of the corporation, 


Henry, the youngest, came to Pure 
Oil from Washington, where he had 
served as Comptroller of the Cur- 
rency. He had gone into the lum- 
ber business following graduation 
from Marietta College, and had con- 
tinued in the business for 11 years. 
In Marietta he had his first contact 
with the oil industry, becoming pres- 
ident of Southern Petroleum Co., 
which owned oil properties in the 
South. In 1907, he moved to Chi- 
cago to become secretary and treas- 
urer of Dawes Brothers, Inc. He 
succeeded his brother Beman as Pure 
Oil president and was in the office 
for 23 years, a period during which 
the company extended its organiza- 
tion and notably enlarged its mar- 
kets. In 1947, he was elected chair- 
man of the executive committee. He 
was in that post until his death on 
Sept. 29, 1952. 


Charles, a graduate of the Cincin- 
nati Law School, practiced law in 
Lincoln, Nebraska from 1887 to 1894, 
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and he also became interested in gas 
and electric businesses in several 
cities. At 31, he was an executive 
in the William McKinley presidential 
campaign. He was elected Vice Pres- 
ident of the U. S. in 1924. At the 
time of his death in 1951, he was 
the active head of the City National 
Bank and Trust Co. of Chicago. 
Rufus, a leader in Dawes Brothers, 
Inc., a corporation established by the 
four brothers to manage their gas, 
electric and oil properties, directed 


the Chicago World’s Fair of 1933 and 
1934. 

The four brothers were the sons of 
General Rufus R. Dawes, who served 
with the Union Army in the Civil 
War. They were direct lineal de- 
scendants—the great, great grand- 
sons—of William Dawes, the Boston 
patriot who, along with Paul Revere, 
spread the alarm through Middlesex 
County, on April 18, 1775, that the 
British were marching on Lexington 
and Concord, 





News in Brief 


New Leasing Regulations — All 
truck trailers without power units 
will be exempt from commercial ve- 
hicle leasing restrictions effective 
Sept. 1 as a part of the Interstate 
Commerce Commission’s amendments 
to new regulations published in the 
May 26 Federal Register. 


Tax Problem Studied—aA tax policy 
committee to study the policy as- 
pects of major tax problems affect- 
ing the oil industry has been set up 
by the Western Oil & Gas Assn. with 
Lowell Stanley, Monterey Oil Co. 
board chairman, as committee chair- 
man, 

New Alkylate Plant—oOhio Oil Co., 
fifth oil operator to join the mili- 
tary’s program for a 31,000 b/d ex- 
pansion in alkylate productive capac- 
ity, will build a 1,500 b/d capacity 
plant at Robinson, Ill, costing $1,- 
800,000. Other participants, all han- 
dling their own financing, are: Pure 
Oil Co., Eastern States Petroleum 
Co., Globe Oil & Refining Co. and 
Sunray Oil Corp. 


AIOC Loses Oil Fight—The Anglo- 
Iranian Oil Co. will file an appeal to 
a Tokyo Court’s ruling against its 
charge that 18,009 tons of Iranian 
oil, brought to Japan on May 9 by 
the Idemitsu Kosan Oil Co., were 


“stolen goods.’" The court ruled that 
Iran’s oil nationalization law took 
precedence over any “private agree- 
ment” between Tehran and AIOC, 
and freed the oil for sale in Japan. 

Top PAD Aides Leave—J. Edward 
Brantly has resigned as assistant 
deputy administrator of PAD in 
charge of foreign operations and E. 
Carl Mattern as assistant deputy ad- 
ministrator (staff). PAD will let 
Mr. Mattern’s post lapse but will re- 
place Mr. Brantly. 

Madison With PAD—Elihu Madi- 
son, head of The Texas Co.’s econom- 
ics department, will join PAD about 
Aug. 1. He will later replace Charles 
J. Hedlund, Standard Oi] Co. (New 
Jersey), as director of PAD’s Pro- 
gram Division. 

Hopwood Knighted—Francis Hop- 
wood, board chairman of Royal 
Dutch-Shell, has been made a knight 
bachelor by England's Queen Eliza- 
beth II. 

Gulf Holds Drilling Cost —- While 
drilling costs throughout the oil in- 
dustry have risen because wells must 
be drilled deeper to find oil, three 
Gulf Oil divisions have held the cost 
line per foot nearly steady during the 
last five years. This was done 
through more efficient drilling pro- 
grams and increased efficiency of 
drilling bits, according to Gulf engi- 
neers. 
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Two Big Reasons 


To Switch 
To RICHFIELD 








NEW RICHLUBE SUPER HD MOTOR OIL 


If you want to hear your dealers 
cheer, switch to Richfield! More 
and more customers are lining up 
for the new gasoline that gives ‘Top 
Mileage Plus High Road Octane 
Performance” — Richfield Ethyl 
“101 PLUS”. More and more motor- 
ists are driving in to change to the 
new oil that gives em “Longer Wear 
Without Repair” — Richlube Super 
HD Motor Oil. These new Richfield 
Products are backed by the most 
powerful advertising campaign in 
Richfield history. If you're an Inde- 
pendent Distributor in an Eastern 
state, find out all the reasons why a 








Richfield franchise pays! Why not | 


phone or write us today. 


RICHFIELD 


OllL CORPORATION 
OF NEW YORK 


SERVING THE EASTERN SEABOARD 
FROM MAINE THROUGH THE CAROLINAS 
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Questions of State and Federal Control 
Keep ‘Outer Tidelands’ Bill from Vote 


Congress seemed to be gathering 
itself this week for the old college 
try at adjournment by the end of 
July. 

On the Senate side, the Interior 
Committee continued its deliberations 
on the outer Continental Shelf bill. 
It was scheduled to report out legis- 
lation by the end of the week. 

There was little question but that 
any such bill would provide for fed- 
eral control. The questions to be set- 
tled were whether state conservation 
laws and/or taxing and police powers 
should be extended over the federal 
area and whether the leasing should 
be accomplished through existing 
state agencies, subject to approval of 
the Interior Secretary. 

The interested oil companies made 
their position clear: They could “live 
with” either federal or state leasing 
and just wanted some hard and fast 
legislation so that development of 
the outer shelf could be resumed. 
But they suggested that any bill be 
specific, clear and written so that 
operations could be undertaken with- 
out fear of lawsuits. 


Hearings Fade—lIt is more doubt- 


ful than ever that the Senate Small 
Business subcommittee under Senator 
Schoeppel (R., Kan.) will conduct 
hearings on the West Coast oil mar- 
keting “squeeze-out” complaints. 

Senator Schoeppel said the group’s 
schedule of hearings is “very heavy” 
and added: 

“TI don’t know when—or if—we will 
hold any hearings on the West Coast 
situation. 

Highway Bill — Senators Kilgore 
and Neely (D., W. Va.) have intro- 
duced S. 1980 to authorize the 
“Crozet Superhighway” from Boston 
to San Diego through Texas and the 
Southwest, It would utilize present 
national and state highways where 
adequate and newly-constructed state 
toll-roads and federal toll-roads. 
Federally constructed toll-roads would 
be turned over to the states when 
building costs had been repaid. 

Chances Lessen—On the House side, 
the Simpson Bill, which would re- 
strict petroleum imports, dropped fur- 
ther into the background as the Ways 
and Means Committee began hearings 
on a six-month extension of the ex- 
cess profits tax. 





HIGHWAY 
SAFETY is goal of 
this ad run in 85 
Ohio newspapers 
last week by 
Standard Oil Co. 
(Ohio). Ad’s mes- 
sage, urging motor- 
ists to follow safe- 
ty rules, is exam- 
ple of growing oil 
industry effort to 
reduce car acci- 
dents. (See NPN 
May 27, p. 26, for 
what some other 
companies are do- 
ing) 
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North Carolina Jobbers 
Hit Equipment Lending 


PINEHURST, N. C.—North Caro- 
lina Oil Jobbers Assn. last week 
“condemned” the loaning of tanks 
and equipment to small consumers 
in a resolution adopted at its spring 
meeting here. 

The association also: 

1. Asked Congress to abolish the 
federal 2c per gal. tax on gasoline, 
and leave this field of taxation to the 
states. 

2. Revised its by-laws to include 
this association goal: “To foster the 
progress of the petroleum industry 
through co-operation with other sim- 
ilar state associations of jobbers and 
with NOJC. 

3. Voted thanks for “very effective 
work” during the recent state legis- 
lature to H. S. Kimrey, chairman of 
the association’s Legislative Com- 
mittee, and to Gilmer Sparger, state 
PIC secretary. 

4. Changed the time of its one-day 
annual meeting from January to 
some date between Nov. 1 and Dec. 
15. This is to help the association 
president and secretary get satisfac- 
tory hotel accommodations, The group 
will continue holding fall and spring 
conventions. 

5. Heard the Membership Commit- 
tee report a 10% increase in total 
membership for the first four months 
of 1953. The association has about 
275 active members and 125 asso- 
ciate members. 

Attendance at last week’s meeting 
was the largest to date. 


Deaths 


Delmar H. Sproull, 53, treasurer of 
Theisen-Clemens Oil Co., St. Joseph, 
Mich., died May 24, while returning 
from the Southwest. 

* - + 

Funeral services were held June 2 
for Frank Allerton, Detroit district 
sales manager for the Socony-Vac- 
uum Oil Co., who died May 30 at his 
home in Dearborn, Mich. 

Mr. Allerton was a former state 
chairman of the Oil Industry In- 
formation Committee and had lived 
in Detroit 30 years coming from Nova 
Scotia. He had been sales manager 
for six years. 

Surviving are his wife and son. 
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. for fast, low-cost 
BULK PLANT SERVICE 
MARLOW PUMPS are BEST 


Quiet-operating Marlows can’t be beat for petroleum products 
pumping. These self-primers can handle home heating oils or gasoline 
with equal ease. A Marlow-built shaft seal eliminates drip, making 
Marlows safe for handling hazardous liquids. Tank scale and welding 
shot have little effect on a Marlow because close tolerances are not 
required to maintain high efficiency. 


Marlows cut loading time and speed deliveries to your customers 
. »- load more trucks per hour. Simplicity of construction cuts operating 
and maintenance costs “to the bone.” Marlows pump from above ground 
or underground storage tanks. 


Marlow builds a complete range of self-priming centrifugal pumps 
from 4” to 10”. Capacities from 15 to 4000 GPM. Available, skid, 
base and wheel mounted. Electric motor, or gasoline engine drive. 

For complete information, see your Marlow dealer or write for the 
new Marlow bulletin “Petroleum Product Pumps.” Get all the reasons 
why the trend’s to Marlow! 
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Vehicle Registrations Top 
53 Million During 1952 


The Bureau of Public Roads re- 
ports that motor vehicle registrations 
reached 53,258,570 in 1952, an increase 
of 2.6% over 1951. 

An all-time high of nearly 517 
billion vehicle-miles of travel on roads 
and streets was reached during 1952, 
a gain of 5.4% over 1951. Travel 
was 55% greater than in 1941, while 
vehicle registrations gained 53%. 

More than 40 billion taxable gal. 
of gasoline and other fuels were con- 





Standard Grease Pouring Paile— 
Pails—25, 35, and 2 to 6% gals. 
50-Ib. sizes. 


—— 





sumed by vehicles during the year. 
State taxes on motor fuels yielded 
$1,958,459,000. Comparable totals 
for 1951 were 38.3 billion gal. and 
$1,958,459,000. Comparable totals 


State taxes on gasoline ranged 
from 3c to 7c per gal. and on special 
fuels from 3c to 8c per gal. The 
average fuel tax for all states in 
1952 was 4.83c per gal. 


Although vehicle registrations 
climbed during 1952, the Bureau 
noted that the increase was consid- 
erably less than any year since the 
close of World War II. Automobile 





STEEL PACKAGE LINE 


combining Quality and Economy! 


G. P.&F. has the experience and 
facilities to produce a wide variety of 
steel containers that will give your 
product full protection... get it to 
your Customers safely. Every type of 
G. P. & F. container is designed right 
... built right, for the purpose in- 
tended. The utility values of the 
specialty containers add extra sales 
appeal to your product. 








G. P. & F. Steel Containers are fin- 
ished in solid colors, or lithographed 
with your own design. Hot dipped 
galvanized, tinned or terne coatings 
are also available. Can be ordered in 
straight carloads, mixed carloads or 
smaller quantities. 

It’s Better to Ship in Steel 











Half Bushel Basket 
—H 






Drume— 
tarneten, 
standard _ 
2 to 6 gals. 





10%” Diameter 
Grease Pail — 25-Ib. 
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registrations totaled 43,810,531, a 
2.6% increase over 1951; trucks 
reached a total of 9,207,897, for a 
2.3% imorease, and buses totaled 
240,142, a 4.2% boost. 

For the first time, a state passed 
the five-million mark in registra- 
tions as California reported 5,154,- 
326. The greatest increases occurred 
in Arizona (12.3%), Nevada (9.4%), 
Florida (7.5%) and Alabama (6.5%). 
Iowa, Texas and Minnesota, reported 
slight decreases in registrations for 
1952, ranging from 0.9% to less than 
0.1%. 

The Bureau’s comparison of the 
total motor vehicle registrations for 
1951 and 1952 is as follows: 


Percent 
Total Total In- 
1952 1951 crease 
Alabama ...... 777,285 730,104 6.5 
ASISOMA 2 os eass. 330,054 293,833 12.3 
Arkansas PO, 505,281 499,642 1.1 
California ..... 5,154,326 4,926,543 4.6 
Colorado ...... 621,627 599,613 3.7 
Connecticut 789,483 764,241 3.3 
Delaware 122,232 116,750 4.7 
Florida ........ 1,178,682 1,096,065 7.5 
Georgia ........ 1,021,722 969,167 5.4 
snk cv kdas s 290,529 281,372 3.3 
Illinois ......... 2,841,125 2,789,546 1.8 
Indiana ........ 1,529,876 1,513,025 1.1 
Iowa ........... 1,090,358 1,100,191 —0.9 
Kansas ........ 921,476 893,932 3.1 
Kentucky ...... 855,929 820,339 4.3 
Louisiana ...... 755,590 735,997 2.7 
Maine ......... 287,525 280,141 2.6 
Maryland pninké 779,545 736,827 5.8 
Massachusetts .. 1,376,058 1,346,520 2.2 
Michigan . 2,566,628 2,555,257 0.4 
Minnesota ...... 1,217,201 1,217,450 “ 
Mississippi 524,062 510,286 2.7 
Missouri ....... 1,332,747 1,320,113 1.0 
Montana ....... 282,578 277,081 2.0 
Nebraska .. 619,693 608,484 1.8 
Nevada ....... 94,178 86,062 9.4 
New Hampshire 181,497 180,162 0.7 
New Jersey .... 1,746,068 1,685,304 3.6 
New Mexico .... 271,848 258,838 5.0 
New York ..... 3,980,527 3,931,559 1.2 
North Carolina .. 1,171,015 1,129,454 3.7 
North Dakota .. 285,128 283,809 0.5 
cecvessesss 93,021,633 2,940,388 2.8 
Oklahoma ...... 891,473 865,530 3.0 
Oregon are 711,982 691,397 3.0 
Pennsylvania ... 3,266,830 3,189,198 2.4 
Rhode Island .. 270,983 261,024 3.8 
South Carolina. . 686,270 648,297 5.9 
South Dakota .. 299,909 298,412 0.5 
Tennessee ...... 933,900 905,298 3.2 
BURRS ovis ce cecer 3,155,337 3,157,009 —0.1 
Utah 273,313 264,711 3.2 
Vermont .... 125,875 123,988 1.5 
Virginia ...... . 1,034,011 984,276 5.1 
Washington 988,849 969,783 2.0 
West Virginia .. 497.313 490,211 1.4 
Wisconsin ...... 1,249,265 1,246,136 0.3 
Wyoming 156,097 149,334 4.5 
District of 
Columbia 193,657 191,316 1.2 





53,258,570 51,913,965 2.6 


ASPPA Seeks Lube Oil Bids 

Armed Services Petroleum Pur- 
chasing Agency is seeking bids by 
June 9 on 2,000,000 gal. of lubricat- 
ing oil, of five different specifications, 
for delivery at East, Gulf and West 
Coast ports. 

The agency also: 

—Wants bids June 10 on 20,000 
gal. of petroleum-based paint thinner. 

—Has called for bids for hauling 
1,760,000 bbl. of avgas from the Chi- 
cago area to any of 13 storage ter- 
minals from Minnesota to Florida 
over fiscal 1954, starting July 1. 

—Is seeking an operator for a mili- 
tary terminal at Lynn Haven, Fia., 
with storage capacity of 575,000 b/d 
and an estimated throughput of 3,- 
000,000 bbl. annually. 
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77 Million Bbl. of New Storage 
To Be Added in '53, NPC Is Told 


The oil industry has completed the 
construction of 13 million bbl. of new 
storage capacity out of the 153 mil- 
lion-bbl. goal sought in the Petro- 
leum Administration for Defense ex- 
pansion program. However, another 
77,750,000 bbl. is expected to be com- 
pleted by the end of 1953. 


This report was made by Associate 
Deputy PAD C. Eugene Davis last 
week at the meeting of the National 
Petroleum Council in Washington. 
Mr. Davis also listed the status on 
other expansion goals: 


Refining: Goal is 8,800,000 b/d ca- 
pacity by Jan. 1, 1955. Based on proj- 
ects approved and planned, PAD ex- 
pects 8,463,000 b/d capacity to be 
completed early in 1955. This would 
leave a need for 337,000 b/d. 


Alkylates: Goal is 30,000 b/d of 
new capacity. PAD is processing ap- 
plications for 8,000 b/d, and 7,000 b/d 
more is under negotiation, leaving 
15,000 b/d uncovered. 

Natural Gasoline: Goal is 193,000 
b/d of which 74,000 is due for com- 
pletion by June 30 and 119,000 addi- 
tional by the end of the year, thus 
meeting requirements. 

Production: No official expansion 
goal has been set. Rate of well drill- 
ing in 1953 is virtually the same as 
last year. By May 16, 17,191 wells 
had been drilled, and production was 
6,337,000 b/d—about 220,000 b/d 
above last year. 


Benzene: Goal of 130 million gals. 
per year capacity by the petroleum 
industry has been met. 


Toluene: Goal of 102 million gals. 
per year has been exceeded by 50 
million gals. 


Sulfur: Goal for sulfur from petro- 
leum is 500,000 tons per year. Proj- 
ects already completed or under con- 
struction total 432,000 tons per year. 

Lubes: Of the capacity goal of 194,- 
000 b/d (28,000 b/d expansion), 182,- 
700 b/d has been completed or is 
under construction. 

New Deputy PAD Sought—One of 
the important topics of the NPC 
meeting was the search for a new 
deputy administrator of PAD to suc- 
ceed J. Ed Warren. 

W. Alton Jones (Cities Service), 
head of NPC’s Personnel Committee, 
told the council that one of several 
prospects was expected to take the 
job. 

Other reports indicated that the 
search had been narrowed down to 
one man and his acceptance has been 
virtually assured. He is said to be 
a high-caliber executive who is well- 
known and would be acceptable to all 
segments of industry. These devel- 
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opments were wrapped around the 
declaration by Interior Secretary Mc- 
Kay that the industry “must” sup- 
ply a top official to replace Mr. 
Warren. 

No Imports Study Asked—A top 
PAD official said last week that the 
NPC will not be asked to enter the 
oil imports controversy, even to the 
extent of making a new study of the 










showing all models. 


OKHEIM 


DOUBLE-ACTION 
HAND PUMPS 


Whether for your use or the use of 
your customers, you'll like the many 
fine features of this new Tokheim 
Pump. Available in several models— 
with hose or spout outlet—for drums 
or underground tanks. UL-approved for 
petroleum products. Call your Tokheim 
man today, or write factory for literature 


problem, Also the NPC has not been 
asked by PAD to make any other 
studies. 

Secretary McKay told the NPC 
President Eisenhower agrees that vol- 
untary, individual reduction of oil 
imports is preferable to restrictive 
legislation. He said: 


“I am hopeful that those compa- 
nies importing crude oil or products 
will show industrial statesmanship in 
this important matter and that each 
company, acting individually and on 
its own individual judgment, will ex- 
ercise that restraint in respect of im- 
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More useful! 


Handle many liquids of 
most any viscosity includ- 
ing oll and water. 


No piston leakage! 


New diaphragm construc- 
tion—high vacuum—rapid 
delivery —self-priming. 


More efficient! 


Operates efficiently, even 
at low temperatures — 
double action—no wasted 
motion. 


Low cost! 
Trouble-free! 
Operation not affected 


by ice, dirt, scale, etc.— 
easily serviced. 


General Products Division 


TOKHEIM OIL TANK AND PUMP COMPANY 


Designers and Builders of Superior Equipment Since 1901 


1650 WABASH AVENUE 


Factory Branch: 1309 Howard Street, San F: 
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WARREN HONORED—Filling in the head table at the National Petroleum Council dinner May 27 for Deputy PAD J. Ed 
Warren are (left to right): R. G. Follis, Standard Oil of California; Russell B. Brown, Independent Petroleum Assn. of America; 





Brig. Gen. A. H. Johnson, Munitions Board; B. Brewster Jennings, Socony-Vacuum; Mr. Warren; Hines B. Baker, Humble Oil; 


Interior Secretary Douglas B. McKay; NPC Chairman Walter S. Hallanan; 
Alton Jones, Cities Service; Felix E. Wormser, assistant Interior secretary; 


ports necessary to the health and 
security of the nation.” 

Secretary McKay also quoted from 
testimony he gave before the House 
committee holding hearings on the 
Simpson Bill to restrict petroleum 
imports. Theme of the testimony was 
that domestic petroleum production 
is essential to national defense and 
must be kept strong. He said do- 
mestic production has been reduced 
in recent months, and there should 
be a corresponding cut in imports. 

“There is evidence that already the 
industry is effecting such adjust- 
ments,” Mr. McKay said at that time. 


Tidelands Outlook—“There might 
be developed with average success 
and availability from offshore sub- 
merged lands about 170,000 to 200,000 
b/d of crude oil and natural gas in 
five years.” This was the statement 
made to NPC by its Submerged 
Lands Productive Capacity Commit- 
tee last week. 

The committee stressed some big 
“ifs” in its report which heavily un- 
derscored the forbidding cost of de- 
veloping undersea lands in the Gulf 
and off California. 

L. S. Wescoat, Pure Oil Co., headed 
the committee which also said “five 
years is an inadequate period in 
which to evaluate the contribution to 
future supplies of oil and gas of a 
major new province, such as the off- 
shore area.” The report said: 

If state laws are modified to per- 
mit offshore drilling and all questions 
relating to offshore operations “are 
satisfactorily resolved,” the commit- 
tee said Southern California’s sub- 


42 








merged lands might possibly yield an 
additional 100,000 b/d. 


On the Gulf Coast it was estimated 
that it would require a total cost of 
$8.2 million for drilling five vertical 
and five directional holes 10,000 to 
12,000 ft. in 60 ft. of water. Same 
number of onshore exploratory wells 
would cost $3.2 million. 


Oil and Radio—The NPC’s Com- 
mittee on the Use of Radio and Ra- 
dar told the meeting that “the pe- 
troleum industry, and in turn, the 
national security and defense would 
be disastrously affected if the indus- 
try’s use of radio channels were im- 
paired in any way.” 

The group noted that over 600 oil 
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NPC MEETING was opened by Chairman Walter S. Hallanan (standing) on May 28. 


former Interior Secretary Oscar L. Chapman; W. 
and B. I. Graves, Tide Water 


users have been authorized by the 
Federal Communications Commission 
to operate more than 22,000 trans- 
mitters since the establishment of 
petroleum radio service by the FCC 
in 1949. 

More Avgas Needed—The military 
will require 5,000,000 bbls. more of 
Grade 115/145 avgas in fiscal] 1954 
(beginning July 1, 1953) than in cur- 
rent fiscal year. Col. Douglas Brown 
of the Armed Services Petroleum 
Purchasing Agency declared, how- 
ever, that no great difficulty was ex- 
pected in securing “most” of the mili- 
tary’s avgas requirements. 

A report of the NPC on the avail- 
ability of crude oil and natural gas 
liquids is published on p. 15. 
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Also presiding at the head table were acting Director Hugh A. Stewart (left), of 
Interior Department's Oil and Gas Division, and Deputy PAD J. Ed Warren 
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ATLANTIC COAST 


APi Marketers Getting First Fruits 
Of Co-operation Between Divisions 


By Raymond E. Bjorkback, Eastern Editor 


Marketing Di- 

vision members 

of the API shortly will be receiving 

an unusual “bonus” from an activity 

of another API segment, the Refining 
Division. 

This will be a fill-in on material 
of interest to marketers which was 
developed in papers presented at the 
Refining Division’s midyear meeting, 
May 11-14 in New York. 

It will come in the form of an 800- 
word summary covering three ses- 
sions of the meeting—on motor fuels, 
gasoline volatility and lubricating oils. 

What’s more, if any Marketing Di- 
vision enrollee is interested enough 
to drop a line to API in New York 
requesting a copy of any of the pa- 
pers, he’ll be obliged by the Insti- 
tute’s Department of Information, 
which has helped get out the sum- 
mary. 

It'll be the first time one API di- 
vision has co-operated so closely with 
another. 

Probably, it won’t be the last time, 
either. API division interests overlap 
at so many places, that it’s a little 
surprising that no one has thought 
of doing this sort of thing before. 

The thought, in this instance, is 
credited to John W. Newton, API 
vice president for refining. 

Mr. Newton, vice president of Mag- 
nolia Petroleum, Beaumont, first came 
up with the idea for another “first”. 

This idea was to have the high- 
lights of the entire Refining Division 
meeting put in a special report which 
would go out to everyone enrolled 
in the division. 

It was adopted so readily that Mr. 
Newton broached the idea of a sum- 
mary for marketers to R. M. Bartlett, 
Gulf Oil vice president and API vice 
president for marketing. Mr. Bartlett 
liked it, and the brotherly deed’s 
about to be done. 

Speaking of taking a little trouble 
to inform people—the industry may 
yet be sorry it has done so little to 
put the public straight on the “tide- 
lands” controversy. 

We have in mind some points which 
President Eugene Holman of Jersey 
Standard made to his company’s 
stockholders at their annual meeting 
in Linden, N. J., the other day. 

Mark the fact that Mr. Holman 
long ago had said publicly the oil com- 
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panies weren’t principals in the tide- 
lands tussle. He was reiterating that 
primary point, and providing further 
clarification, when he made the fol- 
lowing observations after the states 
finally had the tidelands quitclaimer 
all signed and sealed by President 
Eisenhower: 

“Although that controversy has 
been one between some members of 
the federal government, on the one 
hand, and representatives of state 
governments and their supporters in 
the federal government, on the other, 
newspaper accounts may have given 
an impression that it has been be- 
tween the oil industry and the federal 
government. The controversy, as I 
have said, has been and is between 
the federal government and the states. 
The interest of the oil industry has 
been simply to have the controversy 
settled so that the development can 
go forward, 

“Another misconception is that vast 
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quantities of oil have been proven to 
exist in the tidelands area and are 
just waiting to be easily and quickly 
tapped. The fact is that, although 
there may be large amounts of oil 
in the tidelands, no one can be posi- 
tive that this is so. And even if it 
does prove to be the case, tremendous 
outlays and much time will be re- 
quired and many difficulties will have 
to be overcome before the oil will be 
available for use. 


“Still another misconception is that 
the grant of the tidelands to the 
states would result in some sort of 
gift to the oil industry which would 
have had to pay for exploration and 
production if the federal government 
retained its interest in these lands. 
Actually, the oil companies pay for 
exploration and production rights 
whether they obtain them from the 
federal government, state govern- 
ments, or private landowners.” 


Those points have been made be- 
fore, but so seldom, and usually with 
so little force, as to have been lost 
in the welter of words spoken and 
written on tidelands, 


It will be truly surprising if it turns 
out that the other story—the one 
about the “grab” by “Big Oil”—hasn’t 
stuck tighter and doesn’t crop up 
again and again. 


Right Kind of Credit Terms to Farmers 
Can Help Cut Jobbers’ Collection Costs 


By Leonard Castle, Midwest Editor 


Types of credit 

terms which oil 

jobbers should extend to their farm 

customers are discussed in an article 

issued to its members by the Nebras- 
ka Petroleum Marketers, Inc. 


It emphasizes the point that terms 
should be patterned to accommodate 
the customer for his current operat- 
ing needs rather than providing him 
with finance for working capital 
needs. 

The article points out that during 
the past 10 to 15 years, the farmer 
has enjoyed a high economy. His 
production and prices have been good. 
Since 1947, however, his operating 
costs have risen sharply and this 
has reduced his net return. 

Costs are expected to continue their 
upward spiral this year. As a re- 
sult, “it ig apparent that the petro- 
leum jobber will have to insist on 


settlement of his account with the 
farmer from the gross income rather 
than waiting to receive payment from 
the declining net return.” 

Oil jobbers recognize that petro- 
leum is a very vital part of the mod- 
ern farmer’s operation, the article 
says. A policy of accommodation 
terms can provide the farmer with 
petroleum products for any of his 
current operating needs, such as his 
requirements for seed or to harvest 
his crop. These terms should be pat- 
terned “to provide an accommoda- 
tion to the customer during the time 
when he may be too busy to stop 
and write a check for the delivery 
you have just made.” 


If the jobber is to place himself 
in the position of making his capi- 
tal as liquid as possible, he should 
educate his customers to pay within 
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accommodation terms and suggest 
that they go to their local bank or 
other financial institution for~ work- 
ing capital needs. 

The success of the policy to pro- 
vide accommodation terms for cur- 
rent operating needs rather than 
finance terms for working capital 
needs depends upon the constant at- 
tention given by the jobber, the 
article contends. 

* 7. * 


To be successful, the plan must 
incorporate these three factors: 

1. Explain terms. This means an 
agreement must be reached with the 
customer at the time of sale. Time 
must be taken to explain the terms. 
If you find his need is not for ac- 
commodation but for finance terms, it 
should be suggested he go to his 
local bank and secure the needed 
working capital which can be pat- 
terned to cover a longer period of 
time or, if need be, the complete op- 


PACIFIC COAST 





Gasoline seems 
to be loosening 
up a bit out in the West. 

The Oil Producers Agency of Cali- 
fornia, which keeps a keen eye on in- 
ventories, last week reported a close 
balance between supply and demand. 
Then they commented that it is ‘“per- 
haps the beginning of a _ surplus 
trend.” 

The agency stated, “Present trends 
indicate clearly that supply—particu- 
larly with imports and receipts from 
domestic sources outside District 5 at 
current levels—is well above the de- 
mand rates, which condition has in 
the past invariably resulted in un- 
settled economic conditions within the 
industry.” 

The agency’s preliminary figures 
for April indicated the total supply 
at 1,219,000 b/d and demand at 1,- 
172,000 b/d. That’s a 47,000 b/d sur- 
plus. Gasoline supply for April was 
placed at 470,000 b/d against 442,000 

b/d demand. That differential of 28,- 
000 b/d represented a surplus which 
hoy into the stockpile, the agency 


* * * 


West Coast inventories reached a 
new post-Korean high in March, said 
the Bureau of Mines: 101,100,000 bbls. 
That compares with 83,680,000 bbls. 
a@ year earlier. 


The Serve Yourself and Multiple 
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erations of his farm for the year. 


2. Collect when due. When the 
agreement has been reached as to 
the date payment will be made and 
it has not been received voluntarily 
from the customer, the jobber must 
follow through by calling his atten- 
tion to the date agreed upon and 
ask him for payment. 

3. Suspend terms. This step in the 
control program may seem somewhat 
drastic, but if the jobber is going 
to stop the trend of ever-increasing 
past dues in his accounts receivable, 
further term sales must be suspended 
if on due date settlement cannot be 
made or arrangements made for pay- 
ment in the immediate future. 

“Accommodation terms, properly 
controlled, can allow for an effective, 
efficient and economic operation of 
the jobber’s business,” the article 
concludes. “Time consuming collec- 
tion calls, necessary when terms were 
not agreed upon, will be lessened.” 


Easing Gasoline Supply on West Coast 
Seen Bringing Critical Price Period 


By Frank Breese, Pacific Coast Editor 


Pump Assn. made this report to its 
members: “Gasoline on the West 
Coast is getting a wee bit sloppy.” 

Salesmen were reported “out peer- 
ing into the bull-rushes, searching for 
nice reliable business, making their 
offers of ‘secure sources of supply’, 
on allotted bases, etc.’’ One impor- 
tant Independent refiner was report- 
ed hunting business in the outlying 
area from Los Angeles Basin. 

Cargoes of gasoline shipped in from 
Texas were reported as a prime fac- 
tor in loosening up Los Angeles Basin 
supplies. 


Dan Lundberg, executive secretary 
of the association, stated, “Our only 
comment on this development would 
be that we are moving into a critical 
period of price-relationships. The men 
in positions of control over ‘distress’ 
gasoline (especially sloppy amounts) 
have a tremendous responsibility to 
the entire industry. How they dole out 
(better said, how they dump) those 
distress gallons, the prices of those 
suddenly available backdoor loads, and 
the favored operators to whom they 
‘give’ said gasoline, are the three 
triangular elements of a situation 
which can return us all to those days 
when 35 multi-pump stations in the 
Los Angeles marketing area changed 
hands, or otherwise went through ‘re- 
financing’, all in the period of four 
months. It was a period of 16.9c per 





gal. and 17.9c competition that no 
one ever wants to see again.” 
* * * 


Mr. Lundberg expressed concern 
over the practice of placing retail 
dealers on a consignment basis. This 
has been reported on a limited scale, 
mostly in the Pacific Northwest. A 
supplier consigns gasoline to a dealer 
and gives him an assured commission 
on what he sells regardless of the 
selling price. 

Said Mr. Lundberg, “The associa- 
tion is watching for symptoms of the 
consignment practice in California. 
Such an arrangement places those 
consignee dealers in the position of 
being unknowing accomplices in a 
conspiracy which inevitably would 
destroy other retailers lacking that 
protection. 


“If it occurred here, only the major 
companies in a position to meet and 
cut would be able to survive. Inde- 
pendents without production, supplies 
and distribution would be unable to 
compete at all.” 


* * * 


In Seattle, George Moore has asked 
for “local divorcement” in a private 
antitrust suit against the seven West 
Coast majors. Mr. Moore has claimed 
that he was forced out of his service 
station business last year because the 
majors refused to supply him. 

In requesting “local divorcement”, 
Mr. Moore asks that the majors be 
compelled to relinquish control over 
retail stations in his neighborhood. 

In the big West Coast antitrust 
suit, the government has asked that 
marketing be divorced from the ma- 
jor oil companies. So Mr. Moore’s re- 
quest is a modification of that. He 
claims that if the major suppliers 
didn’t have their own retail outlets 
near him he could get supplies. 

A top expert on antitrust law ex- 
pressed this opinion: It will be very 
difficult for Mr. Moore to get that 
kind of relief. It’s hard for the gov- 
ernment to do it, harder for an indi- 
vidual. 


* * * 


Union Oil of California has come 
out with a new sign for its dealer 
stations, this one advertising “clean 
restrooms.” It told dealers that only 
qualifying stations would receive the 
blue and white porcelain enamel signs 
which will replace “Minute Man Serv- 
ice” signs. 

Explaining why it hasn’t had the 
signs before, Union Oil said, “Man- 
agement has a phobia about truth in 
advertising. They won’t OK a cam- 
paign unless the service or product 
offered exceeds the claims made for 
it. As an example: The current news- 
paper ad series claiming that you 
(dealers) are “The Finest Service Sta- 
tion System in America’ was delayed 
until the facts more than justified 
every claim.” 
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TBA SPEAKERS are welcomed. Left to right: E. E. Gaye, TBA sales supervisor, 
Canadian Oil Companies, Ltd., southern Ontario Div.; Grant Littlefield, Canadian 
Oil TBA manager; speakers E. W. Hayter, McCann-Erickson; Harry S. Pritchard 

Dunlop Tire & Rubber Goods, Ltd., both of Toronto ’ 


TBA Sales in Growing Canadian Market 
Is Topic at Toronto Industry Meeting 


TORONTO—tThere is a _ potential 
Canadian market for $95,000,000 
worth of TBA merchandise repre- 
sented by this country’s 3,000,000 
truck and car passenger car owners, 
said M, M. Riley, general sales man- 
ager, Supertest Petroleum Corp. Ltd., 
London, Ont., in a keynote speech de- 
livered before the Canadian Oil In- 
dustry TBA Conference May 25. 

Some 200 Canadian oil marketing 
executives and TBA supplier repre- 
sentatives heard Mr. Riley predict a 
vigorous expansion of the entire Ca- 
nadian economy spurred by recent ex- 
pansion of Canadian industrial and 
mineral producing activities. They 
also heard: 

A review of specific steps service 
station men can take to boost TBA 


sales by H. S. Pritchard, of Dunlop. 

A talk on what constitutes good 
advertising by Evan W. Hayter, man- 
aging director McCann-Erickson, Inc., 
Toronto advertising agency. 

An analysis of what makes a good 
salesman, by C. W. Wright, of C. W. 
Wright and Associates, sales coun- 
sellors, of Toronto. 

Mr. Riley recalled the early days of 
the petroleum industry and asserted 
that the first oil well on the North 
American continent was not the 
Drake discovery in Pennsylvania, but 
a well drilled by J. M. Williams at 
Black Creek (now Oil Springs), On- 
tario, in 1858. Ontario crude produc- 
tion at one time reached 12,000 b/d. 

Today the yearly per capita con- 
sumption of petroleum products in 


Canada is 415 Imperial gallons, Mr. 
Riley said. While today Canada im- 
ports two-thirds of its crude require- 
ments, Mr. Riley forecast that in five 
years western Canadian fields will 
supply all of Canada’s needs. 


The average Canadian passenger 
car owner spends $287.12 per year 
at the service station, said Mr. Riley, 
and about 12.5% goes for TBA needs. 
He estimated that about 75% of the 
3,000,000 total registrations are pas- 
senger cars. He set $81,250,000 as 
the passenger portion of the TBA 
market and $15,000,000 as the truck 
TBA market, for estimated total of 
$95,000,000. 


Sales Potential—The tire sales ob- 
jective of a service station operator 
should be 1.29 tires and .86 tubes per 
1,000 Imperial gal. of gasoline, said 
Harry S. Pritchard, Dunlop Tire & 
Rubber Goods Co., Ltd., Toronto. 


Canadian car owners buy replace- 
ment tires and tubes at approximate- 
ly that rate, he said. For compari- 
son, the U. S. gallon is about 20% 
less than the Imperial gallon so that 
an equivalent tire objective for a 
U. S. station would be a little better 
than one tire per 1,000 gal. This 
contrasts with a recently expressed 
goal of a U. S. marketing company 
of .75 tires per 1,000 gal. 


There are three classes of tire 
customers, Mr. Pritchard said. There 
are those who buy new tires and 
tubes; those who buy retreads; and 
those who are satisfied with used 
tires and repaired tubes, Dealers 
have to estimate the best appeal for 
each customer, he said, by observ- 
ing the age of the car and the 
owner’s financial status. 


Check for Sales—For all customers 
the dealer’s first move is to get his 
crew to examine all tires on every 
car that comes into the station. That 
means, said Mr. Pritchard, a look at 


EARLY STARTERS at the Canadian Oil Industry TBA Conference in Toronto were, left to right: Bert Hannaford, TBA manager 

Sun Gil Co. Ltd., Toronto; Robert Griffin, Fram Corp., Providence, R.I.; R. A. Cadieux, Prest-O-Lite Battery Co., Toronto; Ralph 

K. Shantz, Supertest Petroleum Corp., London, chairman of the Canadian TBA Section; and George G. R. Harris, Goodyear Tire 
& Rubber Co. of Canada, Ltd., New Toronto, member of the suppliers’ committee 
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TWO WESTERNERS get greetings at the Canadian TBA Conference. 


Left to right: William Jeffrey, Anglo American Explora- 


tions; and H. V. Cundal, Gas & Oil Products, Ltd., both of Calgary, get a welcome from Cities Service men, Herbert Cranston, 
London; A. J. Smyth, George Ezeard, TBA manager, David Burgoyne and Hugh Taylor 


the tires at the pump island, at the 
air standard and in the lube room. 

For customers who are really inter- 
ested in safety, but stick at price, 
Mr. Pritchard recommended the 
budget plan. For customers inter- 
ested only in the greatest mileage, 
the dealer should figure out the cost 
per mile of the first-line tire, and 
also offer a visual comparison of first- 
and second-line tread width. 

For the price-conscious buyer Mr. 
Pritchard recommended these four 
approaches: Be quick with a trade- 
in offer on the old tires; drive home 
the fact that only a first-line tire is 
equal to the customer’s original equip- 
ment; where necessary offer a second- 
line tire; remind him of the dealer’s 
readiness to stand back of his tires. 

Mr, Pritchard said tire rotation and 
tire repairs are both profitable serv- 
ices. Few owners are aware of the 
variation in tread wear in different 
wheel positions, and most of them for- 
get about the extra mileage they can 
get by switching all five tires. All 
stations have slack periods when they 
can easily switch wheels on a car in 
for lubrication or oil change, earn- 
ing extra revenue ranging from $2.50 
to $3.75, he said. 

Owners also appreciate a dealer 
who keeps a record of proper rota- 
tion periods, and Mr, Pritchard of- 
fered the suggestion that oil com- 
panies provide a separate sticker, 
similar to lube and oil change stick- 
ers, on which can be noted the record 
of the last tire switch, as well as the 
correct inflation. 

An investment of only $17 will 
equip a station to electrically vul- 
canize passenger and truck tubes, Mr. 
Pritchard said. A dealer’s regular 
customers should not be the only 
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KEYNOTE SPEAKER at the Canadian 

TBA convention was M. M. Riley, gen- 

eral sales manager, Supertest Petroleum 
Corp., London 


source of tire repair business, he said. 
They may have tire troubles at points 
distant from his station, while other 
transients may be the ones to call on 
him for help. The dealer should plan 
to get that transient repair business, 
he said, by adequate signs identifying 
his station as a place where tires are 
repaired. 

Finally, said Mr. Pritchard, dealers 
are inclined to forget about the extra 
profit in tubes. They need to be re- 
minded that on an average tube sale 
the dealer profit is at least $2, and 
that tubes are much easier to sell 
than tires. 


Advertising—For tire advertising, 
about 3% of sales is usually the right 





amount to spend, said Evan W. Hay- 
ter, managing director, McCann- 
Erickson agency, Toronto. Dealers 
large enough and located to do busi- 
ness with the whole community, can 
profitably use newspapers, he said. 
For others, direct mail works well. 

But he warned that direct mail tim- 
ing cannot be controlled if mailing is 
left up to the dealer. The only good 
plan is to handle all operations for 
him, and leave nothing for the deal- 
er to do except sign up. 

Outdoor posters catch the motor- 
ist’s attention while he is in his car, 
virtually on the way to the point-of- 
purchase, said Mr. Hayter, and while 
he is thinking about tires, if they are 
wearing thin, or gasoline if the gauge 
is low, Brands can be shown just as 
they appear on pump or can. And 
at least one oil company believes that 
its poster messages are seen and re- 
membered by 70% of the people who 
pass by, Mr. Hayter concluded. 

Too much sales training is directed 
to selling goods, whereas salesmen do 
not sell goods, they sell people, said 
Mr. Wright. In selling there is no 
substitute for sincerity, he said, be- 
cause customers have to accept the 
word of the salesmen. 

Good salesmen also have to learn 
to speed up for the customer who is 
in a hurry, and they must learn not 
to rush a customer who wants a lot 
of information. Gripes about the boss, 
the job, the tools or the product only 
annoy the customer. By contrast 
they respond to genuine enthusiasm. 

Mr. Wright summed up his discus- 
sion by declaring that the letters 
forming the word “salesman” stand 
for the things a salesman should be: 
Sincere, able, loyal, enthusiastic, a 
speaker, modern, adaptable, and neat. 
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Oil Filters, Brake Fluids and Lubes 
Have Tougher Jobs in Today's Cars 


Modern car design is placing a greater load on oil filters, brake 
fluids and gear oils: The public is demanding new cars with more power, 
and it is up to car makers and oil men to see that motorists enjoy 


trouble-free service. 


As a contribution toward better understanding of mutual problems 
which concern both industries, Charles M. Heinen, engineering division, 
Chrysler Corp., spoke at the recent meeting of the American Petroleum 


Institute’s Lubrication Committee. 


marks follows. 


T he motorist 
has consistently 
shown his pref- 
erence for great- 
er horsepower in 
vehicles. He has 
shown it in the 
most effective 
manner possible 
—by buying the 
cars that had it. 

The high out- 
put engines are 
here to stay be- 
cause the public 
wants them... . Greater power may 
giladden the motorist’s heart, by pro- 
viding greater performance and a 
recognized safety factor, but it in- 
creases the requirements of many of 
the vehicle components and the lubri- 
cants associated with them. As an 
example of the increased service re- 
quired of an engine component, I 
have selected the oil filter. 


Oil Filters—Fig. 1. shows data sup- 
plied by the Ethyl Corp. which in- 
dicates the excellent job which has 
been done by you gentlemen in sup- 
plying motor fuel of the octane rat- 
ing required for some modern engines 
. . » No one can deny that by and 
large the motorist has gained from 
both the fuel and lubricant additives. 

Unfortunately these and other fac- 
tors have apparently increased the 
load imposed on the oil filter. Does 
this mean that we should condemn oil 
additives, TEL or oil filters? Ocer- 
tainly not .. . Instead, we should look 
at the magnitude of the effects on 
the oil filter and then determine a 
course of action, In order to attempt 
to define the effect on oil filters of 
present fuels, lubricants, and engines, 
we might look at some data compiled 
from over 1,000 analyses made on 
crankcase drainings and oil filters 
taken from our engineering .cars .. . 

Fig. 2 shows the relationship found 
between engine oil, sediment content 


Mr. Heinen 
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A partial text of Mr. Heinen’s re- 


* 


and oil mileage. The figures in the 
circles show the number of samples 
that were averaged to obtain each 
point. All oil filters used were of 
the treated-paper type, but they in- 
cluded by-pass, shunt and full-flow 
systems. It was found that neither 
filter hook-up nor the make of vehicle 
affected the general curve. The 
values for cars without filters are 
plotted for comparison on the same 
figure .. . There was no measurable 
difference in rate of sediment build- 
up between Chrysler built and com- 
petitive cars, so they have been 
grouped in plotting the curve... 
Fig. 3 shows the oil filter mileage 


compared with the sediment content 
of the oil . . . Not only is there a 
sharp breaking point, but even the 
slight deviations between 2 and 3,000 
and again around 5,000 miles can be 
accounted for by the greater inci- 
dence of oil change periods at these 
points... 


5,000-Mile Filter Life — In other 
words, regardless of whether the 
harmful dirt makes one pass through 
the engine before it is removed, as 
is the case of the full flow system, 
or several, as in the case of other 
filtering arrangements, the data ap- 
pear to indicate that somewhere 
around 5,000 miles of operation the 
filter begins to lose effectiveness. 

Fig. 4 shows the net ash content 
of 164 filters determined by burning 
them, Here we find that the ash con- 
tent increases at a regular rate with 
mileage until the 5,000-mile period is 
reached. At this mileage the rate of 
solids removal, as indicated by ash 
content, drops drastically . . . 


Points of Agreement—-(1) Thus far, 
I have heard no one dispute the 
statement that a clean motor is 
preferable to a dirty motor. 

(2) I believe no one denies that a 
filter is effective in removing dirt, 
sludge and other physical contami- 
nants. 

(3) The data presented emphasize 
the fact that if the filter is to per- 


Figure 1—Octane Number of Regular Gasoline 


OCTANE NUMBER 


1934 1936 1938 1940 1942 1944 
Yea 


RESEARCH ! 
tI — es | 


——4 


4 
| | 
—_}—_j —_} —— wae } } 
| 


D state 1946 1950 1952 1954 


Chart prepared from Ethyl Corp.’s seasonal surveys of gasoline quality at stations 


47 














LUBRICATION 





Figure 2—Engine Oil Sediment vs. Oil Mileage 
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form this function, it needs to be increased emphasis on the filter 


changed regularly. 

(4) As a result of recent changes 
in technology, filter life has been 
lowered substantially. 

These points on which we all agree 
should be the basis for a program of 


change period. It is certainly no 
favor to the motorist to allow him 
to believe that he has the advantage 
of a filter when, in effect, the filter 
is doing nothing for him, It certain- 
ly does not help the automobile man- 


Figure 3—Oil Filter Mileage vs. Engine Oil 
Sediment Content 
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ufacturer, who builds a filter into 
his engine in order to keep it clean, 
if the filter is not doing its job, and 
it is no help to your TBA program 
to lose about $30-to-$40 million every 
year in replacement sales of filters . . 


Brake Fluid—The increased engine 
performance and other features of 
modern automobiles have resulted in 
substantial increases of rate of ac- 
celeration, but they have also resulted 
in greater demands on the ability 
of a car to decelerate... 

It is not generally realized, but 
brakes have a tremendous job to do. 
A car only has to go about 45 mph 
to require the brakes to absorb power 
at a faster rate than the best of our 
modern engines can put it out. This 
means a tremendous amount of heat 
dissipation .. . 

For several years the SAE stand- 
ard for brake fluids has called for 
a minimum boiling point of 230° F. 
for brake fluids to be used in moder- 
ate service, and a minimum of 300° F. 
for those that are to be used for 
severe service such as repeated high 
speed stops or constant use in moun- 
tainous territory ... 


Below-Par Fluids — A survey of 
fluids selected at random in the De- 
troit area in 1948 (showed) 10 of 
the 29 fluids were below the mini- 
mum SAE boiling point requirments 
for moderate service, only three were 
in the present classification of heavy 
duty fluids. In 1950 we surveyed 
the brake fluids marketed in the 
Detroit area once again. Only five 
were below the minimum standards 
for moderate duty. Six were above 
the minimum for heavy duty. Thus 
far, in this year’s survey we have 


Figure 4—Total Filter Ash vs. Mileage 
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analyzed 22 fluids . . . There are still 
five brands that are below the mini- 


mum requirements for moderate serv- 
ice. 


A good many of the fluids which 
we analyzed bore the labels of the 
major oil companies, and of the ma- 
jor automobile manufacturers. Not 
one of these was below the boiling 
point minimum for moderate duty 
fluids, and most were substantially 
above this point. In other words, we 
are all in agreement as to minimum 
requirements. Why then, do the sub- 
standard brake fluids exist? 


Part of the reason is that sev- 
eral of the major oil companies do 
not market a brake fluid packaged 
under their own name. Since a good 
percentage of the major brake re- 
pairs, and a large proportion of the 
refill business is done in the service 
station, the operator is forced to 
purchase brake fluid, He will natural- 
ly use the fluid which will give him 
the best profit margin. Often this 
is material of inferior boiling point 
properties . . 


What to Do ?—1It would appear that 
several courses of action are indi- 
cated. First . . .energetic distribu- 
tion of the facts about the dangers 
of inferior fluid should be made by 
both the oil companies and the auto- 
mobile companies. This information 
should reach the service station own- 
ers, the dealers and the public. 

This might be coupled by offering 
to the station owners more fluids 
packaged by the major oil companies 
meeting SAE standards. The mar- 
ket is not small. According to Shell 
Oil Co.’s estimate of the potential 
market as published in NATIONAL 
PETROLEUM NEWS on March 5, 1952, 
the service station potential for this 
material is $101,140,850. The safety 
of the motorist depends on some ac- 
tion in the direction of eliminating 
inferior brake fluids from the mar- 
Meta. 


Hypoid Gears —- The third major 
component affected by the increased 
horsepower is the power train. In 
this category I have chosen to dis- 
cuss the axle gears. . 


During the experimental period 
preceding the introduction of the 
Fire-Power engine some reports of 
low mileage scuffing of axle gears 
was reported ... Tests .. . showed 
that: 

1—High axle temperatures were 
encountered. 

2—Oils of greater activity, such as 
the active sulfur type, gave good 
protection. 

3—Intermittent operation at high 
speeds caused fewer troubles, 

4—Operation with oils of high ac- 
tivity for a short period of time, 
followed by a multi-purpose lubricant 
was satisfactory. 

5—Phosphate coating of the gears 
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was effective in preventing gear 
scuffing ... 

It was decided that the phosphate 
coating should be applied rather than 
to request new oils... 

Wrong Lube Sold—While investi- 
gating this problem, I asked one of 
my associates to get a sample of 
SAE 90 gear oil marketed by one 
of the major oil companies. They 
were reputed to market SCL type 
lubricant. The first oil did not ap- 
pear right, so my associate tried 
another station of the same com- 
pany. This was not right either. Be- 
fore the day was done, he came back 
with three multi-purpose type oils 
with a phosphorous additive, one of 


which was an SAE 140, one active 
sulfur type, one SCL type, and one 
which had no additive at all. All 
had been sold as truck type SAE 90. 

Where is the area of agreement in 
all of this? ... 

It appears .. . that: 

1—Information about the greater 
need for care in lubricating axle units 
should be distributed. 

2—A program of close control over 
the lubricants used in these very 
important units is called for. 

3—This should be coupled with an 
energetic development program on 
the part of both industries to give 
these units a greater margin of lub- 
rication safety... 


Additive Lubes Cut Maintenance Cost 


Detergent motor oils reduce en- 
gine wear and cut oil consumption. 

Fleet engine tests prove this, C. M. 
Larson, chief consulting engineer of 
Sinclair Refining, told the API Di- 
vision of Refining in New York last 
week. A New York taxicab fleet 
test with straight mineral oil (ser- 
vice ML) and a Supplement 1 oil 
(service MS-DG) showed that with 
Supplement 1 oil, top cylinder wear 
at about 100,000 miles would be 
0.0045 in. and oil consumption rate 
about 340 miles per quart. With the 
ML oil this wear was reached at 
about 10,000 miles and the oil con- 
sumption rate reached at about 40,- 
000 miles. 

Mr. Larson says, “High oil con- 
sumption is also caused by engine de- 
posits which result in such factors 
as plugged oil control rings, stuck 
rings and clogged oil passages. In- 
spections of taxicabs which were 
tested with Supplement 1 oil. . .re- 
vealed only light to medium sludge 
deposits after the first drain. At 


subsequent drains these deposits were 
no longer present. . .An old engine 
may not be perfectly clean at the 
first drain after installation of an 
additive oil, but the clean-up opera- 
tion continues and is more effective 
after the second fill. 


“The ability of the additive oil to 
maintain engine cleanliness in taxi- 
cab operation was so effective that 
the practice of flushing engines at 
45,000-mile drains with strong sol- 
vents was discontinued. 


“Thus it was demonstrated that, by 
use of Supplement 1 oil, this taxicab 
fleet could improve its operation be- 
cause of the following: (1) re- 
duction in total engine-oil consump- 
tion; (2) improved fuel economy be- 
cause cleaner engines resulted in low- 
er power losses; (3) elimination of 
periodic engine flushing, which re- 
sulted in economy of manpower and 
chemicals, reduction of vehicle non- 
service time, and increased engine life 
because of reduced wear.” 








FLAPPING CANVAS gives realistic effect of clothes line on Standard of California's 
spring painted bulletins advertising oil change. The canvas ripples in the breeze, 


but is weighted so it won’t flap wildly. 


It was used on ten 50-ft. and two 60-f«. 


billboards in Greater Los Angeles 
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Avgas Prices Up in East, Other Products Firm 


Trading, except on contract, was relatively quiet in 
most wholesale marketing areas east of the Rockies 
during the final week of May, with supply and demand 
patterns of most products following, as a rule, normal 
seasonal] trends. 

Prices generally were steady. However, aviation gas- 
oline quotations were higher at New York and Boston 
for tank car lots, and at the Gulf Coast for cargo lots. 
There also*was some talk of “discounts” on heating oils 
to encourage summer-fill buying. 


Gasoline demand was good and supplies tight at the 
Gulf Coast, confirming the opinion held by many mar- 
keters that the big gasoline consuming season has arrived 
by Memorial Day at the Gulf. 

But along the East Coast several trade sources said de- 
mand was relatively quiet for this time of year. In the Mid- 
west demand, held back by recent rains, was beginning to 
increase. 

One indication of the slowing down of fuel oil demand 
in the cargo market was in reports from ship charterers, 
who said rates for bunker “C” fuel in Gulf-North of 
Hatteras trade had slipped to (USMC) “minus 28%%” 
for June cargoes and to “minus 30%” for July, down 
39c and 43c per ton from recent fixtures. Similar easing 
in rates was indicated for loadings in Netherlands-West 
Indies for New York destination. 

But bunker “C” was still reported firm at the Gulf, 
and in the Midwest most suppliers were asking $0.90 to 
$0.95 for No. 6 fuel, better prices than they could get 
last winter. Many refiners said they, were “sold up” at 
least until next fall. 

For Group 3 basis shipment, refiners’ quotations for 
No. 6 fuel ranged upward from $0.90 per bbl., up 5c on 
the “low” following increases in this amount by two 
refiners. 

In bids to New York City’s Board of Transportation 
(see p. 53), low bids for No. 6 oil were up slightly from 
early April. However, heavy oil prices were down and 
Diesel prices up (see p. 53) in bids tendered to that city’s 
Department of Purchase. 

Overall, the gasoline market was considered to be in 
“good shape” by the majority of refiners, with demand 
steadily increasing. 

An eastern supplier reported that his prices for avia- 
tion gasoline in tank car lots at New York were in- 
creased to 18.85c for Grade 100/130; 17.35c for 91/96; 
and 16.85c for 80, with his Boston prices 0.1c higher than 
his New York quotations on each grade, respectively. 
Advances ranged up to lc per gal. 

And at the Gulf Coast, a supplier reported 0.5c in- 
crease to 18.75c in his quotation for Grade 115/145 avia- 
tion gasoline’ Jin cargo lots. 

In the Midwest and Mid-Continent, at least one inter- 
refinery sale of a substantial amount of regular-grade 
gasoline helped to tighten up market, although some 
shippers were offering “winter grades” of gasoline at 
certain Great Lakes Pipe Line terminals at “Group 3 
low (10.375c), plus pipe line tariff,” up to June 1 be- 
cause they were faced with demurrage charges of 1c 
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per day per bbl. on “left over” inventories after the end 
of May. Majority of Midwestern sources said indications 
pointed toward tighter supplies and firmer prices at most 
terminals starting June 1. 

Also in the Midwest and Mid-Continent, light oils were 
described by some trade sources as “unusually strong” for 
this time of year. 

The fact that refiners were going to storage, with both 
distillates and residual, was believed to be the main 
reason for the firming of distillate prices. One Mid-Con- 
tinent refiner who until recently offered burning oils 
out of terminals at “the low, plus transportation,” last 
week was asking “the low, plus 0.25c, plus transporta- 
tion,” which trade sources said was “normal for Septem- 
ber, but not for end of May.” 


Export buying of distillates was reported. Sale of 
700,000 bbls. of distillates—kerosine and gas oil—at 
prices to be based on “low Platt’s Oilgram, date of 
lifting” for export over balance of year was reported by 
an Independent refiner at the Gulf. 

Meantime, to domestic buyers, refiners at the Gulf still 
were asking “the low, date of lifting” in distillates in 
most cases, although eastern buyers were countering 
with “0.125c off” offers. Several East Coast terminal 
operators were known to be in market for fall and 
winter No. 2 fuel, but prompt demand was slack. 

Lubricating oil trading continued slow, although wax 
continued short and scarcity of raw petrolatum has de- 
veloped as result of curtailed bright stock production. 
Packaged motor oils were moving in good volume, but not 
bulk lubes, according to reports. 

Standard Oil Co. (Ohio) reported discontinuing quantity 
discounts and set up new price structure for naphthas 
and solvents delivered to tank wagon and drum con- 
sumers throughout Ohio, effective June 1. No changes 
were made in tank car or transport deliveries. 

New. consumer tank wagon and drum prices, in three 
categories, are as follows: 


500 Gals. Less than 
(10 drums) 150-499 Gals. 150 Gals. 
or more (3-9 drums) (1-2 drums) 
OG, BR. GORVGE voces csccecs 20.5¢ 22.5¢ 25.5¢ 
D. C., VM & P., Solar 
VM & P, naphthas akee 22.0 24.0 27.0 
Varnolene & Sohio 
stoddard solvent ...... 21.0 23.0 26.0 


Prices are exclusive of applicable taxes. 

Natural gasoline market continued unchanged at 5.5c, 
Group 3, and 5c, Breckenridge, in Mid-Continent during 
week, while liquefied petroleum gas market (see p. 53) in 
general was described as “very quiet.” 

In Denver, Colo., a retail gasoline price war broke out 
again, for the second time in that city in the past month 
and a half. 

At end of week, price at majority of private brand 
outlets for regular was 11.9c, although several were post- 
ing 13.9c. Stations handling major brands generally 
were posting 12.9c. When last war ended, prices for the 
most part were 18.4c at private brand outlets, 20.5c at 
major brand stations. All prices ex taxes. 

Dealers in Miami, Fla., meantime, were getting an 
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Summary of Daily Gasoline Prices (May 26 through June 1) 
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additional 1c gal. “voluntary allowance” off posted tank 
wagon prices from most suppliers, bringing their cost 
down to 10.9c for regular-grade gasoline. Two majors re- 
portedly reduced their actual dealer postings to that price. 
Miami's retail war spread as far north as Fort Lauder- 
dale, and several major suppliers, while posting 15.4c 
dealer tank wagon, were allowing 4.5c off. Most major 
brand stations are retailing at 14.9c, and private brands 
generally are at 12.9c. All prices are ex taxes. 


GULF COAST 
Trading in Prompt Lots Quiet 


A few sales were closed at the Gulf during the last 
week of May, but the virtual absence of calls for spot 
tanker loadings was an indication of the generally quiet 
status of the cargo market. For the products most spar- 
ingly offered—aviation gasoline and top-quality premium 
motor gasoline—there was a large demand. 

Distillates, on the other hand, were freeiy available 
prompt, but buyers showed more interest in obtaining 
supplies for fall and winter. A cargo of heavy fuel was 
reported sold at “low Oilgram, date of lifting” ($1.60 
per bbl. at time of the sale). 

Consensus of refiners was that the gasoline market, 
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after some weakness earlier in the spring, was firm for 
most grades and “very strong” for 93 oct. premium gaso- 
line. It was known that at least three major East 
Coast marketers have been covering spot requirements 
through purchase of premium and regular-grade, although 
reports at end of the month were that one of these “sup- 
plemental” buyers had dropped out of the market. 

Except for closing of one contract that calls for ship- 
ment over the balance of the year, trading in distillates 
was quiet, particularly as East Coast buyers appeared 
hesitant to make spot commitments. It was known, how- 
ever, that a number of eastern terminal operators were in 
the market for additional supplies for fall and winter, 
and some reportedly were waiting to see if summer 
weakness develops in clean ocean tanker rates. 

Sales of about 700,000 bbls. of distillates—kerosine and 
gas oils—were reported by a refiner for export over the 
balance of the year with prices to be based on “Oilgram 
date of lifting.” 

One refiner reported 0.5c increase to 18.75c in his 
quotation for Grade 115/145 aviation gasoline in cargo 
lots. No other price changes were reported, and most 
offerings were held at prices generally quoted—11.25c for 
87 oct. regular-grade, 9c for kerosine, 8c for No. 2 fuel, 
and $1.60 per bbl. for bunker “C” fuel. On kerosine and 
No. 2 fuel, some potential buyers were countering at 
prices “0.125 to 0.25c off.” 
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ATLANTIC COAST 
Supplier Hikes Aviation Prices 


Increases ranging from 0.15c to 1c per gal. in prices 
for aviation gasolines at New York and Boston were re- 
ported by a major marketer the past week. There were 
no developments, however, in eastern terminal prices for 
motor gasolines or distillates despite widespread trade 
anticipation that increases were in the offing for the 
former and reductions for kerosine and No, 2 fuel. 

The supplier who advanced his tank car prices for 
aviation gasolines reported quoting 18.35c gal. for Grade 
100/130, 17.35c for Grade 91/96, and 16.85c for Grade 
80 at New York Harbor. His prices at Boston, after in- 
creases, were 0.1c higher for each grade, respectively, 
than his New York quotations. 

Trade reports generally were that sales were slow not 
only to “new” customers, but also to regular-customer 
buyers. Some suppliers said that it was “premature” to 
push summer fills on distillates inasmuch as the “‘cur- 
rent” season is barely past. On the other hand, opinion 
among resellers (and some suppliers) is strong that the 
recent price weakness in distillates may be reflected in 
lower quotations generally. At New York Harbor, there 
were unconfirmed reports that two suppliers were offer- 
ing “special” discounts to their No. 2 fuel barge resellers 
that netted 8.9c per gal., or 0.25c below net price of most 
other harbor suppliers. 

Motor gasoline and heavy fuel trading were no more 
active than distillates, according to most reports. Mar- 
keters in need of “extra” gasoline have made purchases 
at the Gulf, rather than at eastern seaboard terminals, 
thus finding use for their own tankers. 

The recent demands for heavy fuel by several com- 
panies who were temporarily short at New York Harbor 
mostly have been filled, and prices for No. 6 fuel eased 
somewhat, although it continued to be quoted generally 
at $2.10 per bbl. 


MIDWESTERN (Chicago-E. St. Lovis Area) 
All Fuel Oils Show Off-Season Strength 


Midwest refiners and tank car marketers last week 
reported the strength in residual fuel, instead of being 
a temporary situation, as being of a more permanent 
nature. 

Light fuels, meanwhile, began to show an “unusual” 
summertime strength. The major reasons for this 
strength which some in the trade said could last “‘sev- 
eral” months, or even through next heating season, were: 

1. Government’s large requirements of jet fuel. 

2. Steady rise in railroad Diesel fuel demand. 

3. Lower yields of middle distillates because of new 
cracking facilities. 

4. Normal flow of distillates from primary supply to 
secondary points of supply and to retail. 

The strength in residual fuels, especially low-sulfur 
product, was seen by some suppliers and large traders 
as lasting 60 to 90 days and even six months, if steel 
production continues high. One refiner said he was 
“sold up” on No. 6 fuel to Sept. 1 and if pending deals 
went through, he would be sold up to Jan. 1. 

Northern stee] mills (not necessarily in and around 
Chicago), in some cases, were reported in “begging need” 
of low-sulfur No. 6 fuel with product extremely tight in 
open market. Some traders said certain mills had, in 
fact, relaxed their recent demands for “only” max. 0.06% 
sulfur-content No. 6, with some open hearth furnaces 
operating on material testing 0.09% sulfur. 

Although refiners’ and marketers’ quotations for No. 
6 fuel still ranged from $0.85 to $0.95, Group 3, one 
large marketer said principal suppliers asked $0.90 of 
resellers for No. 6. Another said “important” amounts 
of low-sulfur fuel was held at $0.95, for resale. 

Railroads, whose No. 6 requirements are diminishing to 











near-vanishing point as they “Dieselize’’, reported agree- 
ments completed at $0.90, Group 3, for June shipment 
(same as for May), and a standoff where suppliers asked 
$0.95. 

Gasoline demand was generally good throughout the 
upper central states and prices were steady. Refiners 
said, however, that “left over winter grades’ at 
some Great Lakes Pipe Line terminals were being of- 
fered at “Group 3 low” (10.375c), plus pipe line tariff, 
with an indicated reduction from “normal” of 0.25 to 
0.5c. Refiners pointed out that these offerings came 
from shippers wanting to avoid 1c per day per bbl. de- 
murrage charges when demand was for gasoline meet- 
ing summer specifications. 


CHICAGO DISTRICT 
Trading Quiet; All Products Steady 


Quiet trading for all products in the Chicago District 
continued through last week, according to reports from 
refiners, river terminal operators and brokers. Suppliers’ 
prices were unchanged. 

Refiners said they were not approached as either 
buyers or sellers, but, despite prevailing lull in open mar- 
ket demand, product prices were steady. Residuals, in 
fact, were declared “quite firm.” Strikes at two refin- 
eries in Detroit-Toledo area, in addition to asphalt, road 
oil and regular fuel commitments of suppliers were re- 
sponsible for current strength, sources said. 


CENTRAL MICHIGAN 
Residuals Improve in Open Market 


Although reports indicated there still were some “low 
prices” in Central Michigan for No. 6 fuel at the end of 
May, refiners generally said the heavy oil market was 
definitely on the mend. 

Gasoline remained strong and light fuels steady. Strikes 
at two refineries supplying material to Michigan in ad- 
dition to cool weather resulted in only small inventory 
gains at most refineries. No trading was disclosed and 
refiners’ prices were unchanged. 

Refiners said there still were “soft spots” in the state 
where No. 6 fuel was netting back at less than 6c, FOB 
Central Michigan, but for most part, residual] fuel prices 
tended to be steadier. 


MID-CONTINENT 
Gasoline Tightens; Residual Firm 


Gasoline supplies were tighter at northern pipe line 
terminals last week, following at least one inter-refinery 
transaction involving a substantial amount of regular- 
grade gasoline, according to most Mid-Continent refiners. 
Residual fuel continued firm. Some reports indicated 
distillate prices were firmer at pipe line terminals, al- 
though burning oil trading was slow because of season of 
year. Lubricating oils generally were inactive. 

There were still some terminals along the Great Lakes 
Pipe Line system where regular-grade gasoline was avail- 
able “at the low, plus transportation,” during the last 
few days of May. Majority of sources said they expected 
tighter supplies and firmer prices, however, at most term- 
inals June 1. 

Residual fuel for most part was still held for $0.90 to 
$0.95 Group 3, by most refiners, with $0.85 reported to 
be the “rock-bottom” price. Refiners reportedly were 
informing trade during week that they would have no 
light or heavy fuels to offer open market buyers until 
next fall, since many were going to storage with both 
their distillates and residual. 

Refiners’ storage programs on fuel oils also was be- 
lieved to be main reason for what were described as 
“surprisingly firm” burning oil prices at some terminals. 
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NPN Gasoline Index 


Cents Per Gal. 
Dealer T.W. Tank Car 
OE eas ate 15.37 11.80 
er ee Py 15.35 11.80 
See BED civ vow eves 15.36 11.62 


Dealer index is an average of dealer tank wagon prices 
ex tax in 50 cities. 

Tank car index is weighted average of following wholesale 
markets for regular-grade gasoline, FOB refineries or ter- 
minals: Okla., Midwest, W. Penna., Calif.. N. Y. Harbor, 
Philadelphia, Jacksonville, Boston and Gulf’ Coast. 











According to reports, one refiner who until recently of- 
fered distillates out of terminals “at the low, plus trans- 
portation,” last week was asking “the low, plus 0.25c, 
plus transportation,” which trade. sources said was “nor- 
mal for September, but certainly not for end of May.” 
Inland Texas refiners, for most part, were still selling 
their residual to Gulf Coast buyers, and majority re- 
ported good movement against contracts. Some of these 
refiners, however, were experiencing difficulty on light 
oils. One in Central West Texas who has been long on 
Diesel fuel for past several weeks said best price he was 
offered for “top-grade” Diesel was 6.5c, FOB plant. 


WESTERN, PENNA. 
Lubes Quiet, Wax Brisk 


Good ‘demand for virtually all products except bulk 
lubricating oils continued in Western Penna. the last 
week in May. Some refiners said lubes were “never so 
slow.” On the other hand, scale wax, strong for several 
weeks, was even tighter the past week and several re- 
finers reported higher quotations. 

Demand generally was good for gasoline and light fuels. 
Low quoted prices were unchanged for all products. 

While refiners for most part said branded motor oils 
were moving in good volume, there were no indications 
of revival of interest in spot lubricating oils and demand 
for bulk lots was reported slow even from regular-cus- 
tomer buyers. 

Despite the lack of demand, prices were reported firm 
“at the lows” for bright stock and 200 vis. neutral—23c 
and 25c, for the two grades, respectively. Heavy neutral 
was the strongest item, refiners said. Cylinder stocks 
and 150 vis. neutral remained weak and quoted prices 
could be shaded at least 1c on large quantity, accord- 
ing to most trade sources. 

Scale wax was scarce for shipment earlier than July 
and all sellers indicated continued firming of prices. Two 
refiners who had been quoting 4.5c advanced to 4.75c. 
East Coast prices, however, have not yet firmed suf- 
ficiently to permit Penna. refiners to get back into the 
export market, several sources said. 

Domestic demand for finished petrolatums continued 
good and raw material (dark green crude) was still in 
short supply along with scale wax. 

Most refiners reported good gasoline sales, some com- 
menting that shipments had been surprisingly brisk in 
light of inclement weather thus far this spring. 


Propane Sells at 2.75c in Mid-Continent 


Sales of tank car lots of propane at 2.75c gal. were 
reported in Mid-Continent May 27, but majority of pro- 
ducers continue to quote this material at 4c to contract 
customers. Liquefied petroleum gas markets in general 
are “very quiet,” trade sources say, and expected upturn 
in sales to summer resort trade as yet has not material- 
ized. 

For propane, butane-propane mix, and butane for Group 
3 shipments, principal producers continue to quote 4c, 4.5c, 
and 5c, respectively. 
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Low No. 6 Bids Up Slightly in New York 


New York City’s Board of Transportation will pay 
prices only 0.06c to 0.21c gal. higher for tank wagon de- 
livery of No. 6 fuel in fiscal year beginning July 1 than 
if contracts had been awarded against bids submitted 
early in April. 

Because published price for No. 6 fuel on which escala- 
tion in transit board contracts was to be based in- 
creased on April 9, suppliers refused to accept award of 
contracts according to bids submitted on that date and 
board readvertised for No. 6 bids. 

Comparison of apparent low bids May 28 with low 
bids submitted on April 9 follows: 


Item 1—Manhattan (647,000 gals.) 
Current low—Peerless Oil & Chemical, 5.44c; April 9 bid, 5.6c. April 
9 low—Motolene Corp., 5.23c; current bid, 5.7e. 
Item 2—Brooklyn (3,598,000 gals.) 
Current low—Premium Coal & Oil Co., 5.349c; — 9 bid, 5.596c 
April 9 low—Howard Fuel Corp., 5.23c; no current bid 


Item (639,000 gals.) 

Current low—Sinram-Marnis Oil Co., 5.454c; No April 9 bid. April 9 
low—Burns Bros., 5.35¢; no current bid, 

Item (449,000 gals.) 

Current low—premium, 5.34c; April 9 bid, 5.596c. April 9 low- 
Motolene, 5.23c; no current bid. 

Item 5—Richmond (310,000 gals.) 

Current low—Peerless Oi] & Chemical Co., 5.54c; no April 9 bid, Apri! 
9 low—Riche Fuel Co., 5.48¢; no current bid, 

Sinram-Marnis took exception to transit board’s stipulation that ‘‘in 
no event .. . shall the contract price be . . higher than the lowest 
price per gallon charged by the contractor for tank wagon delivery in 
the same county in New York City’’ to any other customer on the same 
day. 


Heavy Fuel Prices Dip in New York Bids 


Prices 40 to 45c per bbl. lower than year ago were 
submitted to New York City’s Department of Purchase for 
heavy fuel oil May 27, while bids tendered for Diesel fuel 
generally were around 0.5c gal. higher. 

Purchase Department’s proposal calls for 680,000 bbls. 
of No. 6 fuel for barge delivery, and 1,625,000 gals. of 
Diesel fuel for barge delivery and pickup by city vessels 
and trucks during period July 1, 1953 to June 30, 1954. 

For largest single item—500,000 bbls. of No. 6 for barge 
delivery to St. George, Staten Island, Gulf Oil Corp. was 
apparent low bidder with price of $2.15 bbl. (including 
lighterage); year ago, Gulf was sole bidder for this par- 
ticular business with price of $2.575. 


Item Awards 

Item 1—No. 6 fuel, barge delivery including lighterage to St. George, 
Staten Island, 500,000 bbis.: Gulf Oll Corp., $2.15 bbi.; New England 
Petroleum Corp., $2.16; Sterling Of] Terminal Corp. $2.28 

Item 2—No. 6 fuel, barge delivery including lighterage, to Coldwater 
Memorial Hospital, plant, Welfare Island, 180,000 bbis.: Gulf Oll, $2.17; 
Patchogue Oil Terminal Corp., $2.11; Pittston Oil Co., Inc., $2.14; 
Sterling Of], $2.10. 

Item 2A—Steam charge, per hour of actual pumping time, when 
called for by oy: Gulf Oi] $33.00; Pittston, and Patchogue, ‘‘none’’; 
Sterling, $30.00. 


Item 3—Diesel fuel, distillate, Grade 2-D, Class B, pickup by city 
vessels at marine shore plant terminal, 600,000 gais.: Socony-Vacuum 
10.21¢ gal. 

Item -4—-Diesel fuel (as in Item 3), barge delivery including lighter- 
age, to Ward's Island, N. Y. 800,000 gals.: Socony-Vacuum, 10.57c; 
Staten Island Ol] Co., Inc., 10.95c. 

Item 5—Steam charge: Socony-Vacuum, included in Item 4 bid price; 
Staten Island Oil, no mention. 

Total bid for Class No, 1—Socony-Vacuum, $145,820.00. 


Item Award 
Item 6—Diesel fuel, Grade 2-D, pickup by city trucks at contractor's 
yard, 225,000 gals.: Howard Fuel Corp., 9.89¢; Motolene Co., 10.05c; 
Peerless Oil & Chemical Co., 10.00c. 
Diesel prices bid by Socony-Vacuum and Staten Island Of] are subject 
to 0.5¢ gal. ‘‘voluntary allowance’’ July 1 to Sept. 30; Motolene’s Diesel 
bid subject to 0.5c ‘‘voluntary allowance,’’ July 1 to Oct. 5. 





Crude Oil Prices 


Standard Oil Co. of California extends price 
schedule for Greeley, Wasco, Coles Levee, Elk 
Hills (Stevens Zone) crudes to include 25-25.9 
gravity at $2.46 per bbl. and 26-26.9 gravity at 
$2.53, effective June 1. No other crude price 
changes reported in week ended May 30. For 
complete crude price schedules, see p. 46-47 of 
May 27 NPN. 
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Prices at Refineries and Terminals and by Tank Wagon 
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FCS eee 10.75 Ohio points: 
be a i arr : N. TEX. (Texas & New Mex, shot.) age geen tL? 
1-43 w. eaveoansoccesos 15-9. . 
ARK, (For shipment to Ark, & La.) <3-48 on Te rtp By eg Dises (Light “a edb... nt 
90 Oct, Prem, .....e0+-+- 2B BSB & ghove D.1, Diesel. ... (2)8.5-9.25 
be ay ak sama pasegens byt No, 6 fUCl ..ceeeeceeeees (2)$0.90-1.50 CALIFORNIA ; 
W. TEX. (Texas & New Mex. shpt.) pre tnagione vege anaes 14.4-14.8 
KANSAS (For Kansas destinations only) A. “ : > 
Heavy fuel (PS 400): eees $2.06-2.15 
90 Oct, Prem, ........+-+. 11.563-11.8 Light fuel (PS 300) ...... $2.35(2) 
88 Oct, Prem. .......++--- 11.563-12.375 Diesel fuel (PS 200) .... 12.2-13.3 
= Oct, Reg. ...-seeeeeee- Pye Stove dist, (PS 100) ..... 13.7-14.8 
$0 Oct. Ma below’... 2: 9.6-10.625 oan Pineeine Bist: 
Sole Heavy fuel (PS 400) 0... $2-05-218 
eavy ( ) +. 4 15 
WESTERN PENNA, Light fuel (PS 300) ...... $2.35(2) 
Bradford-Warren: Diesel fuel (PS 200) ...... 12.2-13.2 
See ceccceoes 13.75(2) Stove dist. (PS 100) ..... 13.7-14.8 


Les Angeles Dist.: 
40-43 WLW, 2 cece cccss 


13.75-13.9 
ees seceseeess 12.75-12.9(2) 


#2225 
geen 
an 


(2)13.8-14.3 
$1.80-2.10 





Light fuel (PS 300) .. $3.36-2.30(3) 

$0 Oct. Prem, 13.9(2) Seeve dist (Fe 100)... rie 
PTETTTTirin Btove 100) .. SMeblae? 

OB Get, MAB cnesanccecses 12.9(2) , , 

OHIO—Quotations of 8.0. Ohio for delivery to 

Ohio points: NATURAL GASOLINE 

G6 Gal. BMA o55sh co cscsnk 13.5 


may originate in any Mid-Continent manufac- 


Grade 26-70 ..............-. 5.5(Quotations) 
Grade 26-70 .....sccecececes 5(Quotatiens) 
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Oil PRICE SECTION 





LUBRICATING OILS 


WESTERN PENNA. 
Prices are for sales made, or offers reliably 
reported, to jobbers & compounders only. 


Viscous Neutrals—No, 3 col. Vis. at 70° F. 200 
Vis. ope at 100°) 420-425 fi. 


DPM . GOK ba eced ctecccé oy 
15 pat. ASeSWSeewes » 6.5 
PM bana cece es ch vaes (3)25-28 
yg Wie _ at 100°) msireas fi. 
24.5 
23.5 
22(4) 


nt 
(3)23-2402) 


(2)18-19 

(2)19-20 

(2)21-22(2) 
26(2) 





MIDOCONTINENT LUBES 


FOB Tulsa basis, for domestic shipment only. 
Bright Stocks, vis. at 210° Neutrals, vis. at 
100°, 0-10 p.p. 


Neutral Oils—Conventional 


Pale Oils Col, 
60-85 vis, Bo ccecie wena 12 
86-110 vis. Mn pies anita nse 12.25 
150 vis. 3. 12.5 
180 vis. 3 12.75 
200 vis. 3 13 
250 vis. 3 13.25 
280 vis. : 13.5 
Sees. Mad eteeinahs 13.75 
Bright eset thomvihiibiaias 
200 vis. D: 

DO MM 3 oa owievatboses 23.5 
150-160 vis, D: 

Dy ER 6 de veksetce'bée 19.5-20.5 

10-25 p.p 19.5-20 
120 vis. D 

rT in 7 nteanneucaunt 18.5-19.5 

Stock—Solv 

150-160 vis. 0-10 p. p., 95 v.i, (2)23-24(3) 
Neutral Olls—Solvent (965 v.i. 
DPE, “nies nece ves éhee (2)14-15(3) 
se TER, ccccoceccceves (2)14.5-15.5(3) 
We. WER, -cmesccsccececvess (2)15.5-16.5(2) 
Cylinder 
600 s.r., olive green ...... 16 


GULF COAST—Soivent Refined Labes. 
From Mid-Continent grade crude. Prices FOB 
ship at Gulf for export. 


stock—Vis, at 710° 
150-160 vis., 0-18 pour 


test, 95 v.i. - (3)20. 5-21.5 
Neutral Olls—Vis. at 100°; 95 = @-le p.t. 
BED GEE. Sccccccccscocsnses 5-13(3) 
BOO VIB. cccccccccscocccess (2)15-5-44 
BOD WER, . 0.00.00 ccccsccevcvcs 15(3) 
BOO WEB. cov ccescoscecccess (2)16.5-17(2) 


SOUTH TEXAS LUBES 
(Vis. at 100° F. FOB S. Tex., refineries for 
domestic and/or export shipment.) 





PALE OILS: 
Vis. Ovcler 
100 14-24%. eee neces (5) 10.5-11 
200 ° (5)12-13 
300 3 (5)13-14 
500 (5) 14-15 
750 3-4 . (5) 15-16 
1200 34 . (5) 16-17 
2000 4 ... (3)17-18(3) 
RED OILS: 
Vis. Color 
Oe Do ne ddcctece vicce (4)10.5-11 
200 5-6 . (5)12-13 
200 5-6 . (5)13-14 
500 5-6 (5) 14-15 
750 5-6 (5) 15-16 
1200 56 . (5) 16-17 
2000 5-6 . (5)17-18 








BOE 1h 60.50.06 08 oeoe oe cs ceees (2)4.5-4.875 
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Refinery & Terminal Prices (Continued) 


PRICES IN EFFECT JUNE 1 
NAPHTHAS & SOLVENTS 


(FOB Group 3) 





Stoddard solvent .... 11.375(3) 
Cleaners naphtha . 11.875(2) 
V.M.&P, naphtha 11.875(4) 
Mineral spirits ... es y 875(4) 
Rubber solvent .... ee 1.875(3) 
Lacquer diluent +(2)12. 125-12. 375 
Benzol diluent ............ (2)13.125-13.625 
WESTERN PENNA. 

Oil City: 

Stoddard solvent .......... 14 
Pittsburgh: 

Stoddard solvent ....,..... 15(3) 


OHIO—Quotations of 8.0. Ohio for delivery to 


Ohio points: 

Vien. MRED - cccsnben aresses 17.0 
Mineral spirits & stoddard solvent 16.0 
Rubber solvent ........seeceeeess 14.875 


E. TEXAS (Truck Trnspt, lots) 


Stoddard solvent .......... 11.25 


CENT. W. TEX. (Truck Trnspt. lots) 
Stoddard solvent .......... 10.5 


KANSAS (For Kans. Dest’n. only) 


Stoddard solvent ...+.++++. 11.8 
ATLANTIO COAST 
V.M.&aP. Mineral 
Naphtha Spirits 
New York 
Harbor ..... 17(4) 16(5) 
Philadelphia 16.5(4) 15.5(5) 
Baltimore ecee 15.543) 
Boston ....... 17.5(4) 16 .5¢5) 
Providence .... ««+- 16 .5(4) 


(Of refiners, FOB refineries, in cents per gal. 
tank cars or transport trucks) 
Commercial 





industrial 
District Propane Propane 
N. Y¥. Harbor .... & 8 
Philadelphia ..... 8(3) 8(3) 
Baltimore ........ coee oese 
Hastings ........ oece seve 
Gulf Coast 3.625-4.125 3.625-4.125 
Houston . ° 3.75 3.75 
Toledo ....--s00- 7 7 





ALLL LL 


Mid. 
Model LC forold] by SCULLY SIGNAL COM 
COMPANY Cambetdne is Mass. 











New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 














lar business letterhead. No obli- 
gation on your part whatsoever! 
Mail your request today! Platt's 
OILGRAM Price Service, 1213 
W. 3rd. St., Cleveland 13, Ohio. 


Get the OILGRAM Habit! 
Read OILGRAM Daily— 


MONDAY through FRIDAY 





COMPLETE DAILY OlL PRICE SERVICE 
DIRECT from the Nation's Leading Oil Centers 


Timely, reliable market information when you need it most—delivered 
at your desk—by fastest mail—every morning! Buying, selling, trading 
facts! Accurate, daily price reporting of more than 600 different prices 
of petroleum products from the nation’s leading oil centers. Rapid-fire 
market fluctuations compiled, recorded, produced and released through 
private wire facilities—backed by more than 30 years of expert NEWS 
and PRICE service publishing experience. SPECIAL!! One week trial 
subscription with our compliments. Just send your request on your regu- 





A McGRAW HILL PUBLICATION 

















Oil PRICE SECTION 





WAX 


WESTERN PENNA, (T.C., in Bulk) 


White Crude Scale: 


122-124 A.m.p. 4.5-5 
124-126 A.m.p. 4.5-5 
SEABOARD 

Melting points are AMP, 3° higher than 
EMP. Prices are for carload lots. Domestic 


prices are FOB refinery; in bags or 
bbis.; fully refined, slabs loose. Export prices 
are FAS; scale in bags or bDbis., fully refined 
in bags or cartons 


Crude Scale N.Y. Domestic = 
124-126 white 6.1(2) 5-6 1 
Fully Refined: 

123-5 ..... 7.95 ecee 
125-7 7.9513) (2)7.25-8 .65 
128-30 7.95(3) (2)7.25-8 .65 
130-32 “see 7.35-8.75 
133-5 8.05(3) (2)7.35-8.75 
135-7 8 .05(3) (2)7.5-8.75 
138-40 ...... 8.0513) (2)7. 85-8 .75 
143-5 8 .05(2) (2)8 .05-8 .75 
149-51 10.05 esas 


CHICAGO DISTRICT PRICES 


Prices to jobbers & distributors in tank car 
and/or truck transport lots FOB refineries, 
pipe line terminals and inland waterway barge 
terminals, 


Moter Gasoline 
kh Sy Serre ry 12.85-13.625 
84 Oct. Reg. .........+--. (3)12,1-12.625 


(2)10.375-11.125 


No, 2 fuel . 9.375-10(2) 
Heavy Fuel Oils 

Ne, 5, low sulfur.......... 6.25 
No, 5, high sulfur ....... 6.25-6.5(2) 
No, 6, low sulfur ......... (2)5.35-6.05 
No. 6, high sulfur ........ 5.25-5.5 


U. 8. DOLLARS PER BBL, OF 159 LITEKS 
Bunker C Diesel 





Mexican Guif 
Tampico $1.70 $3.75 
Veracruz . 1.70 see 
Minatitlan 1.70 3.75 
Paci 

Guaymas ......... $2.50 $5.00 
Manzanillo ........ 2.50 4.10 
Salina Cruz 2.50 4.10 
(In Ships’ Bunkers, Diesel Fuel Bunker © Fuel 
or Deep Tank Lots) (P.S. 200) (P.S. 400) 
San Pedro, Calif.. $4.20(5) $1.80(5) 
San Francisco .... 4.41(4) 1,85(4) 
Portland, Ore. ....  4.62(4) 2.10(4) 
Seattle, Wash. .... 4.62(4) 2.10(4) 








This Is Your 
Market Place! 


Write today for Advertising 
Space Rates. 
NATIONAL PETROLEUM NEWS 


1213 West Third 
Cleveland 13, Ohio 














Refinery & Terminal Prices (Continued) 
PRICES IN EFFECT JUNE 1 


ATLANTIC & GULF COASTS 


Prices are of refiners, 


92 Oct. 
District Prem. Gasoline 
N, Y. Harbor 13.85-14,75 
do barges . 13.75-14.65 
. Le 14.2-15.2(4) 
Baltimore ... 13.1-15(2) 
do barges . 13 
Baton Rouge. ° 
do oe . ove 
eeees 14.95-15.7 
Charleston -(2)13.3-14.475 
Corpus Christi 12.5-13.5 
Houston .... 12.25-13.3 
do barges .(2)12.25-13.3 
Jacksonville. 7 4-13.7(6) 
Miami ...... 3.7 
Mobile ...... 13. 4(3) 
New Haven . 15(3) 
New Orleans. 12.6 
do barges . 12.6 
Norfolk 12.9-14.6 
Pensacola ... 13.4 
Philadelphia . 15.15-15.2 
do barges . 15.05 
Pt. Everglades 13.7(4) 
Portiand .... 15.05-15.3(3) 
Providence 14.95-15.2(3) 
Savannah 13.4-13.7(4) 
Tampa ..... 13.4-13.6(3) 
Wilmington, 
N.C. ..... 13.06-14.55 


Gas House 
No. 2 Fuel*# Gas Oll* # No. 4 Fuel 


N. Y¥. Harb. (2)9.25-9.75(17) 
do barges. (2)9.15-9.65(15) 


Albany ..... 10.05(12) 
Baltimore .. 9.85(11) 
@o barges. 9.75(6) 

Baton Rouge 8.4 
do barges eeee 
Boston .... 9.95(16) 
Charleston .. 9.9(5) 
Houston ... 8.625-8. 
do barges. (2)8-8.5 
Jacksonville. 10.4(8) 
Miami ..... 10.5 
Mobile ..... 9.542) 
New Haven. 9.95(10) 
New Orleans 8.5-8.7(3) 
barges. 8.7 
Norfolk .... 9.75(6) 
P la . 5 
Philadelphia, 9.85(10) 
do barges. 9.75(9) 
Pt. Everglades 10.5(4) 
P «+s 10.05(9) 
Providence . 9.95(9) 
Savannah .. 10.45(7) 
P& .... 10.25(5) 
Wilmington, 
GS. esce 9.97) 
Ne. 6 Fuel 
No Sulfur 
Guarantee 
N. Y, Harb. $2.13(13) 
Albany ... 2.45 
Baltimore . 2.16(5) 
Baton Rouge 1.73 
eseee 2.17(6) 
Charleston 2.08(2) 
Corpus Christi 1.73 
« «+ (€2)1.70-1.75 
Jackson 2.05(6) 
Miami .... 2.00 
Mobile ... 1.78 
New Haven. 2.15(3) 
New Orleans 1.732(2) 
Norfolk ....  2.11(3) 
ola .. Pry 
Philadelphia. 2.13(8) 
Pt. Everglades 2.00(2) 
Portiand ... 2.17(2) 
Providence . 2.14(5) 
Savannah .. 2.08(5) 
Tampa 1.97(5) 


Mie pe 


FOB their refineries & tanker terminals and of tanker terminal operators, 
FOB their terminals. Ships’ bunkers prices are exclusive of 


lighterage. 
90 Oct. 86 Oct. 83 Oct. Kerosine 
Prem. Gasoline Reg. Gasoline Reg. Gasoline No. 1 Fuel* # 
oeee (2)12.85-13.6 sete (2)10.25-10.75(17) 
13 (3)12-13.4 (3) 10.1-10.65(16) 
ene 12.7-13.7(6) 11.05(9) 
(3)12.1-13.5(2) 10.85(10) 
12 ee > 10.75(9) 
oaée 11.1 9.7 
oy 11 
14.95-15.2 13.79 12.7 10.95(16) 
aad (2)12.3- ides bose (3)10.7-10.9(2) 
‘ 11.5(2) one 
: (3)11.25-11.3 ye 9.25-9.75 
. (2)11.25-1L.3 ves 9-9.25 
° 12.4-12.7(7) én 11.4(11) 
: 12.7 ees 11.5(2) 
12.4(3) cus 10.4(4) 
13.5(3) ome 10.95(8) 
11.6 11.3 9.7-10.15 
11.6 11.3 9.7-9.95 
11.9-12.6 ee 10.75(7) 
12.4 10.4(2) 
(2)13.7-13.9 10.85(10) 
13.6-13.8 10.75(10) 
12.7(4) 11.5(5) 
13.8(4) 11.05(9) 
13.7(5) 10.95(9) 
12.4-12.7(5) 11.45(7) 
12.4-12.6(4) 11.15(8) 
12.05-12.55 12.05 (3)10.7-10.9(4) 
Diesel Oil Light Diesel 








Shore Plants* # Ships’ Bunkers # 
No. 6 Fuel (50 cet., 55 4.1.) (45 cet., 45 4.1.) 


9.85 (10)$3.07-3.63 $2.62 (8)10.15-10.25 $4.24(4) 
cose — 2.59 cscs eses 
0.45 ese 10.45(4) oxen 
9.95 37002) 2.65 10.25(5) 4.24(4) 
aS: 3.04(2) 2.59 cone eee 
8.8 eoos eH 8.8 3.49 
10.35 eoee 3.06(5) 10.35(6) 4.27-4.28(2) 
oose cece ese 4.18(2) 
eeee gees vese by ied 3.49(6) 
se 2.36 ose ists 
oeee eess oe 10.4(6) 4.431(5) 
esec eese esac 10.5(2) 4.473(2) 
eeee 3.20 cone 10.35(5) ones 
eve e600 oe 8.7-9.1(2) 3.49(3) 
10.15 3.05 2.60 eed 4.19-4,24(2) 
9.95 (3)3.08-3.10 2.84(68) 10.25(8) 4.24(4) 
see eves er 10.5(5) 4.473(3) 
10.45 eees ease 10.45(4) éees 
10.35 eeue 3.06(3) 10.35(4) 4.28 
ses 2.71 cece 10.45(5) 4.452(5) 
é tere oes 10.25(6) 4.368(5) 
9.9 cose 10(2) 4.18(3) 
No. 6 Fuel No. 6 Fuel Bunker O Heavy 
Neo Sulfur Ne.6 Fuel Max. 1% Fuel Diesei 
Guarantee Max, 1% Sulfur Ships’ Ships’ 
Barges Sulfur Barges Bunkers Bunkers 
$2.10(15) $2.20-2.28 $2.20-2.25(3) $2.10(10) $3.91(4) 
2.10(4) 2.28 2.25 2.10(4) 3.91(2) 
.70 wae ayn 1.70(2) s 
2.14(5) 2.29 2.29 2.14(5) Se00 
2.05(3) cin swale 2.05(3) noes 
1.70 1.70(3) 3.15 
1.70(5) (11)1.70-1. ” 3.24(5) 
2.02(6) . 2.02(6) ene 
1.97(3) 1.97(3) eeoe 
1.75 1.75 sece 
12 2.12 eae 
1.70(2) ° 1.70(4) 3.24(2) 
2.08(4) oes see6 2.08(5) eese 
00-2.05 ian oese 2.00-2.05 coe 
2.10(9) 2.28(5) 2.25(5) 2.10(8) 3.91(4) 
1.97(2) vent see 1.97(3) oe 
2.14 vies ae 14 soe’ 
2.11(4) 2.32-2.39 2.29 2.11(3) oeoe 
2.05(4) pees esos 2.05(5) eens 
1.94(4) Se a bae 1,94(5) 


(*) At Atlantic Coast refineries and terminals 
sellers to bulk commercial consumers are 0.15¢c higher than 
(#) During period April 27-Se 


pt. 30, 
eston are subject to 0.5¢ gal. (2ic bbl.) summer-fill 


eeee eee 


south of Lr and at Tampa, prices of some 
shown 


of some sellers at 
t. 


e. 
points north of 


and including 
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Refinery & Terminal Prices (Continued) 
PRICES IN EFFECT JUNE 1 


GULF COAST—CARGOES, DOMESTIC & EXPORT, ALL PORTS 


Cargo prices are FOB ship at U. S. Gulf, minimum of 20,000 bbis., and are by refiners only to 
other refiners, export agents, or tanker terminal operators, The figure in parentheses after each 
price indicates the number of companies pri 


Aviation Gasoline (MIL-F-5572) Kerosine & Light Fuels 


Grade 115/145 .... 18.75 41-43 w.w. Kerosine 9(3)-9.125 
Grade 100/130 .... 17.25 No, 2 Fuel ....-- 8(5)-8.25 
Grade 91/96 ...... 16.25 
Meter Gasoline Diesel & Gas Otis 
93 Oct, Premi 43-47 Diesel Index. 8.125(2)-8.25(2) ‘ 
i iy a a 48-52 Diesel Index. 8.25(2)-8.375(2)-8 5 
> os . ¥ . -8. -625 
87 Oct. Regular .. 11.25(4)-11.5 53-57 Diesel Index. 8.375(3) 
83 Oct. Regular .. 10.75(2)-11-11.125-11.25 
79 Oct. . 10.5(2)-11 Heavy Fuels—Cargoes 
70-72 Oct. M No. 5 Fuel, 0-10 p.t. $2.35(2)-2.50 
aded 10-10. 125-10. 25-10.75 Bunker ‘‘C’’ Fuel.. $1.60(6)—1.65—1.70(2)-1.85 


MIDDLE EAST CRUDE PRICES 


(Prices are per bbl. of 42 U. S. gals., exclusive of local port or other governmental charges, sales 
taxes, etc., if any; FOB loading port indicated, for gravities shown; 2c per bbl. differential per 
degree of gravity applies for gravities below and ‘above those shown) 


Posted export prices of Socony-Vacuum Overseas Supply Co, for sale in cargo lots: 


Type of Price API Effective 
Crude Per Bbi. Loading Port Gravity Date 
Arabian $1.75 Ras Tanura, Saudi Arabia 36-36.9 Nov. 1, 1950 
Arabian 2.29 Sidon, Lebanon 36-36.9 Feb. 5, 1953 
Iraq 1.67 Fao, Iraq 32-32.9 Dec. 24, 1951 
Iraq 2.29 Tripoli, Lebanon/Banias, Syria 36-36.9 Feb. 5, 1953 
Qatar 1.81 Umm Said, Qatar 39-39.9 Nov. 1, 1951 
Posted export prices of Anglo-Iranian Oil Co., Ltd., for sale in cargo lots: 

Kuwait $1.50 Mina-al-Ahmadi, Kuwait 31-31.9 Apr. 1, 1953 
Iraq (Persian Gulf) 1.75 Fao, Iraq 36-36.9 Apr. 1, 1953 
Iraq (Eastern 

Mediterranean) 2.29 Tripoli, Lebanon/Banias, Syria 36-36.9 Apr. 1, 1953 


VENEZUELAN CRUDE PRICES 


Prices are of Creole Petroleum Corp, for sale and/or purchase of = quantitics FOB 
deepwater terminals at ports named, are subject to crude availability and company’s require- 
ments; 2c per bbl. differential per degree of gt A — = 2 my below and above those 
shown, except for Lagunillas Heavy for which price shown plies nang &, of gravity. Price 
applicable for each cargo is that in effect at time vessel contine for loading, For made 
in fields, prices shown are basis for such purchases with deductions being made for terminaling 
and pipe line services in accordance with published tariffs, Purchases not subject to contracts with 
Venezuelan government are made at prices established by schedule shown below less ic per bbl. 


Price Effective 

Crude Gravity API $/Barrei FOB Date 
Bachaqu sescccesess -26069 1.66 Las Piedras or Amuay Oct. 11, 1952 
Tia Juana Heavy ... 19-19.9 2.03 Amuay Oct. 11, 1952 

Heavy ..... Flat 2.05 Las Piedras or Amuay Oct. 11, 1952 
Tia Juana Medium .... 26-26.9 2.20 Amuay July 24, 1952 
Tia Juana 102 L.P. ...  26-26.9 2.44 Amuay July 24, 1952 
Tia Juana Light ...... 30-30.9 2.28 Amua: July 24, 1952 
MAIS .ccccccscecescees 30-30.9 2.33 Las Piedras or Amuay July 24, 1962 

cceececceces 48-46.9 3.10 Oct. 11, 1952 
San Joaquin ......es+. 42-42.9 2.81 Puerto La Cruz Feb. 5, 1963 
Oficina ...csceccessees 32-82.9 2.57 Puerto La Cruz July 24, 1962 
Mulata ..cccccceeceees 835-35.9 26 La Cruz Sept. 1, 1962 
Tusepin ..cccccceceee+ 832-32.9 2.57 Puerto La Cruz July 24, 1952 
Quiriquire ........e+++.  18-18.9 215 Caripito Feb. 5, 1963 
Tembilador ............  20-20.9 2.20 Caripito Feb. 5, 1958 
Pedernales ......-..-+. 20-209 1.27 Capure (Pedernales) Sept. 1, 1952 


AVIATION GASOLINE PRICES 


(Prices are for tank cars, — or truck transport lots; aviation gasoline meet specification 
MIL-F-5572, unless otherwise noted 


District Grade 100/130 Grade 91/96 Grade 80 
New York, N. Y. «18 .85(2) x17 .35(2) «16 .85(2) 
Boston, Mass. «18 .95(2) «17.45(2) «16.95(2) 
PRENOR, «WEES we da care cderecdvdcsos 18.85 7 ’ 
SU «WU .o S45 CaSdhs os 00's eeeeaw eee 18.85 17.35 16.85 
Serena Ba Oy n haicd ei cc cc es vets ee cne 18.75 17.25 16.75 
New Orleans, La. (Baton a: cksies 17.75 16.25 15.75 
Houston, Texas ‘ veteusd 17.25-17.75 15. 75-16 .25 15-15.75 

Buffalo Cleveland Detroit Toledo 
90 Oct. Premium ..........+-s+6: 16(2) eces eeve oune 
86 Oct. Regular eoee cosess meeete) weoe soee ano 
Kerosine ...... be ddovceeseese 12.4515) eeee Te 11 
Diesel Fuels ...cesceessees seoees 11.7(3) sees 10.35(2) 10.25 
IO, 1 Fae) ..ccccscceccccccscves sees 11.2-11.7 10.75-11.1 
No. Fuel © oe edecses cccse seems 11/244) esse 10.2-10.35(2) 10-10.1 
Mo, 5 Buel ..cccccncsccesss eadbe ces 8a 7.35(S) 7(3) 
WO, O POR cccsccsdcsccdecssres. 6.4) 7.358 6.85(3) 6.5(3) 
(a) Delivered “Cleveland. 
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REPUBLIC OIL REFINING CO. 
Refiners of 
and Petroleum 
Marketers Products 
Main Offices: Refinery, 
Pittsburgh, Pa. Texas City, Texas 











TANK CAR BUYERS 


e 
Uniform High Quality 
DEEP ue ae CORPORATION 
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DEPENDABILITY 
in 
TRANSPORTING AND 
MARKETING QUALITY 


PETROLEUM PRODUCTS 


MARTIN OIL Coren, ING. 
3536 S. Ist St., St. Louis Mo. 


HARTOL 


PETROLEUM CORPORATION 
INDEPENDENT MARKETERS 


Maine to South Carolina 
FIFTH AVENUE NEW YORK 20 NY 























PETROLEUM PRODUCTS 
Marketers— 
Compounders— 
Packagers— 


WEST PENN OIL COMPANY 


Warren, Penna. 
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OIL PRICE SECTION 








Tank Wagon Prices 


Prices for gasoline do not include taxes; they do, however, include 
Gasoline 


tank wagon prices 
aiso do not include taxes; kerosine taxes where levied are indicated in 
footnotes. Discounts, if any, are shown in footnotes. These prices in 


Atlantic 
ATLANTIC Gasoline Kero, & 
REFINING Regular Grade) No.1 No.2 
Cons. Dir. Fuel Fuel 


T.W. T.W. Taxes T.W. T.W. 
—, Pa. 15.3 15.3 7.0 148 13.6 
na ees eee Ps 





eeee - 15.36 13.95 
7.0 15.35 13.95 
7.0 15.35 13.95 
7.0 48 13.6 
7.0 14.2 13.0 
7.0 15.35 13. 
7.0 14.8 13.6 
7.0 6.1 13.9 
7.0 15.1 13.9 
7.0 15.1 13.9 
7.0 145 13.3 
7.0 #%142 13.1 
GO ..65 Sie 
os e 13.6 
60 ... 12.1 
TO sce 
fe eee 
7.0 «ses 14.2 
7.0  .e- 18.6 
OP isan 233 
5.0 14.0 13.0 
5.0 13.9 12.9 
6.0 14.3 13.0 
6.0 15.7 14.3 
6.0 15.9 14.7 
6.0 15.8 14.4 
6.0 16.0 14.6 
6.0 15.7 14.3 
2 Se! 16.9 15.2 
x8. eos 13.3 
Grarmie’ Wic ist GRE SS Gk HBS 
, N.C. 15. 4 9 . ‘ 
; witbes © 46 13.3 
FOR. ins cotes BO S68. - OO 50! oe 
Mineral Spirits V.M.aP. 
T.w. T.W. 
Philadelphia, Pa..... 16.5 18.0 
PRYRNEER. ¢occccoven 20.0 21.0 


Heavy Fuel Olls—T.W. 


No. & 


No. 6 
ebeees 7.86 6.07 


Philadelphia, Pa, 


Discounts: 
Summer-fill discount of 0.5c allowed on 
kerosine and Nos. 1 & 2 fuels. 


Notes 


100-299 gals., 2c for less than 100 » 
Mineral ts prices also apply to Stod- 
dard Solven 


CONT'L (N. B. Prices are Continental’s 
tankwagon prices, Current selling 
On prices may vary from those shown 
because of local conditions.) 

Conoco Demand 
N-tame (3rd Gaso- Kero- 
(regular) Grade) line sine 
Tank Wagon Taxes T.W. 
Denver, Colo. ... 14.8 13.8 8.0 14.8 
Grand Junc. .... 17.3 16.3 8.0 17.2 
Pueblo ......++.+ 15.6 14.6 8.0 15.5 
Casper, Wyo. ... 15.7 14.7 8.0 15.0 
enne .....+. 15.9 14.9 8.0 15.8 
Billings, ++ 17.0 sacs 8.0 16.5 
BUR ssc ccccscs WB #660 8.0 18.5 
Great Falls .... 17.0 ees 8.0 18.5 
Helena ........+ 17.6 aver 8.0 18.5 
Salt Lake, U. ... 16.4 ecee 7.0 16.5 
Twin Falls, Ida.. 19.1 bees 8.0 19.2 
Albuquer., N.M.. 16.0 15.0 8.5 14.9 
Roswell ........ 15.3 14.3 8.5 14.2 
Santa Fe ...... 16.3 ese 9.0 15.2 
Muskogee, - 14.0 13.0 8.5 12.9 
Oklahoma City .. 14.0 13.0 8.5 13.1 
Tulsa ..cceceees 13.9 12.9 8.5 12.5 

Taxes: 

Gasoline tax column includes these city taxes: 
Albuquerque & Roswell, 0.5c; Santa Fe, ic; 
Cheyenne, 1c; Casper, ic. 

Discounts: 





effect June 1, 1953, as posted 
their headquarter 


principal marketing companies at 


by 
8 offices, but subject to later correction. 

























CHEVRON 
STANDARD OF ‘ntcuiar) Av. 80/87 Gase- 
CALIFORNIA T.T. 7.7. line 

400 Gals. & over Taxes 
San Fran., Cal. .. 16.1 19.6 6.5 
Los Angeles «- 15.6 19.1 6.5 
PRUED eccece we Seen 20.7 6.5 
Phoenix, Ariz - 18.2 21.7 7.0 
Reno, Nev. .. 18. 22.1 7.5 
Portland, Ore. .... 16.6 20.1 8.0 
Seattle, Wash, .... 16.6 20.1 8.5 
Spokane .......... 17.8 21.3 8.5 
Tacoma .......++. 16.6 20.1 8.5 
Boise, Idaho ...... 17.0 22.7 8.0 
Salt Lake, U. .... 15.4 19.4 7.0 
Honolulu, T. H. .. 17.2 20.7 8.5 
Fairbanks, Alaska. 29.0 32.5 4.0 
Juneau ... ccs ceues 18.3 21.7 4.0 


6 

3 

2 

6 

1 

1 

24.3 

22.1 

28.7 

16.5 

21.2 

36.7 
Juneau ......-.-. 23.8 . cece 

Taxes: 

Boise—S8e tax applies to motor fuel 


Alaska (excl 
Aviation 80/87) where 0.5c differential applies 
to 40-399 gal, delivery; for less than 40 gals. 
add 5.0c gal.; except at Honolulu add 5.0c for 


gals. 

gals. (Shoreside). Add to 
80/87 quantity delivered prices, 2.0c for 91/98, 
5.0c for 100/130, and 8.0c for 115/145. 

Kerosine—T.T. prices, except at Salt Lake 
City, apply to deli 
other deliveries: leas than 40 gals., add 4c; 
200-399 & 


n , add Se, 
HUMBLE joe 
Gasoline Gaso- Kerosine 
OL Regular line Tank Re- 
T.W. Retail Taxes Wagon tail 
Dajlas, Tex.. 14.0 19.0 6.0 12.8 17.0 
Ft. Werth .. 14.0 19.0 6.0 12.8 17.0 
Houston .... 14.0 19.0 6.0 12.8 17.0 
San Antonio. 14.0 19.0 6.0 12.8 17.0 


Notes: 
T.W. prices are to all classes of dealers and 
consumers. 






Inspection fees per gal., included in both gasoline and kerosine prices, 
unless otherwise specified, are as follows 
on 


@; Ark. 1/20c; Fla. 1/8¢; IM, 3/100; Ind. 


2/25c; Kans. 1/100c; La. 1/32c; Minn. 5/200c; Mo, 1/25c; Neb, 2/100c; 
Nev. 1/20c; N. C, 1/4c; N. D. 1/20c; Okla, 2/25c; 8. C. 1/8; 8. D. 
1/40c; Tenn, 2/5c; and Wisc. 3/100c. 

Kerosine inspection fees only: Ala. 1/2c; Iowa 1/50c; Mich, 1/5c. 





ESSO Esso Gasoline 
(Regular Grade) 
STANDARD Gasoline Kero- 
Cons. Dir. sine 
T.W. T.W. Taxes T.W. 
Atlantic City, N. J. 14.6 14.6 5.0 14.0 
Newark .......... 14.6 14.6 5.0 13.9 
Baltimore, Md, ... 14.5 14.5 8.0 13.8 
Cumberland ...... 15.7 15.7 8.0 15.2 
Washington, D, C.. 14.9 14.9 7.0 14.5 
Danville, Va.-..... 15.4 15.4 8.0 14.2 
Petersburg ........ 15.0 15.0 8.0 14.7 
Norfolk ....esee06 14.1 14.1 8.0 14.0 
Richmond ........ 14.5 14.5 8.0 14.4 
Roanoke .......... 16.3 16.38 8.0 151 
Charleston, W. Va. 16.1 16.1 7.0 15.2 
Fairmont 16.1 16.1 7.0 15.6 
16.0 16.0 7.0 14.6 
16.0 16.0 7.0 14.4 
15.4 15.4 9.0 13.9 
15.8 15.8 9.0 14.1 
16.0 146.0 9.0 14.4 
16.0 16.0 9.0 16.1 
15.3 15.3 9.0 13.7 
4.6 64.6 BD § seer 
16.1 16.1 9.0 Sece 
13.0 15.0 9.0. .... 
13.3 13.3 9.0 12.8 
13.7 13.7 9.0 12.5 
15.1 15.1 9.0 13.7 
13.8 13.8 9.0 13.1 
15.4 15.4 9.0 13.5 
13.9 13.9 9.0 13.1 
15.3 15.3 9.0 13.7 
15.0 15.0 9.0 13.5 
15.2 15.2 9.0 13.6 
15.5 15.5 9.0 14.0 
16.1 16.1 8.5 14.4 
Naphthas-T.W. & Steel Bbis. 
V.M.aP. 
Newark, N. J. 
3,600 gals. & over... 17.0 18.5 
Steel Dbis. .......... 23.0 24.5 
timore, 
3,600 gals. & over... 15.7 06 
Steel bbls. .......... 24.5 eee 
Washington, D. C. 
100-499 gals. ........ 19.0 esse 
500-3,599 gals. ...... 18.0 ese 
. 3,600 gals. & over... 16.2 eee 
Stee] bbls, ........-. 25.0 pee 
FUEL OILS—T.W. 
No.1 No.2 Ne.4 No.6 
Atlantic City, N.J. 14.0 13.0 ...+ ««-- 
Newark, N. +» 13.9 12.9 $3.594 $2. 
Baltimore, Md. .. 13.8 13.3 3.56 2.62 
Washington, D. C. 14.5 13.7 8.73 2.74 
Norfolk, Va, ..-+ 14.0 12.9 «seoe «eee 
Danville ..seeeeee case 12.8 eoee esee 
Petersburg ...... 14.7 13.6 «..-- eese 
Richmond .....-- 14.4 13.3 «eee «eee 
TORRES .cccccce cose | =UBT tees eos 
Charlotte, N. C... 13.9 12.6 «+. «+ 
Hickory ....++.+. 14.1 12.9 ese ee 
Mt, AITY ccccseee oeee 13.1 ecce eee 
Raleigh .......--. 15.1 14.25 .... ° 
Sal; eccsecee cees 12.3 aces ‘ 
Charleston, 8S. C...-. 3.1 cane wes 
Coli AM ccccccee ceee 13.3 eee ° 
s $0sns ee 23.8 cese 


clude te state tax. 
Discounts: 5S 


for deliveries of 300 gals. or more; add ic for 
100-299 gals, 2c for less than 100 gals. 
No, 6—Washington price is for min. delivery 
of 1,060 gals.; for 3 delivery of 2,500 gals. 
is 68 


x Effective June 1. 


IMPERIAL (Prices are per imperial gal.; to 
arrive at price per U. 8. gal., 
OIL subtract 1/6th.) 
Esso 
(Regular Grade) Kere- 
Dealer Gasoline sine 
T.w. Taxes T.W. 


St. John’s, Nfid. .. 24.4° 14.0 m4 
Halifax, N. 8. .... 20.8 5.0 22.8 
St. John, N. B. ... 20.8 13.0 22.8 
Chariottetown,P.E.I, 22.8 13.0 2.8 
Montreal, Que. ... 21.7 13.0 23.7 
Toronto, Ont, ..... 21.7 11.0 23.7 
Hamilton, Ont. .... 21.7 11.0 23.7 
Winnipeg, Man, ... 22.1 9.0 26.1 
Brandon, to 24.3 9.0 26.3 
Regina, Sask. .... 20.8 11.0 22.8 
Saskatoon, Sask... 23.7 11.0 25.7 
Calgary, Alta. .... 21.0 10.0 23.0 
monton, Alta. .. 19.5 10.0 21.5 
Vancouver, B, C... 23.5 10.0 25.5 
(*) Price ts : 


for Esso Extra (Premium) 
jal taxes. 
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OlL PRICE SECTION 
Tank Wagon Prices (Continued) 





SOCONY VACUUM 
Mobilgas ee te 
Cons. Dir. 
Ty. nw. 


14.7 
14.7 


5 
2 


New York City: 
Manh 


a 
uo 


. 
. 


5 foe. Dm dow m SM ke wee 


SESEEOESS 


ee 
ee rOo 
M 


AAAABAHAMAAHAHAHAS 
: es 
See CK OBusesaas 


o 
co cooooooo ooo SOO Oooo OSSSOOOO 
&: & 
> & 


** BRASS SREG BYES 


hetetd 


1 
+ ecooevo: orrr- 


BER! 
SERSEEEEERSERESSESS 


, @atms s+ Ree 
wWacwreaOwon Down 


Bes 


11.55 
10.95 
12.25 


Rochester Syracuse 
20.0 21.0 a 19.0 18.5 
21.5 22.5 19.5 20.5 20.5 
of gasoline (ex tax). 
prices subject to 0.5¢ discount, except on tank wagon discount is applicable 
& tank wagon) at all other points subject to 0.5c discount. 
prices subject to 0.5c discount; New York City & Mt. Vernon tank wagon prices 


car and tank pen any prices at all other points subject to 0.5¢ discount and tank 
wagon prices subject to additional 0.5¢ discount on deliveries of 800 gals. or mo 


Notes: Jamestown T.C. prices are delivered prices; all other T.C. prices are FOB bulk conustnets, 
x Effective May 20. 


OHIO STANDARD 


pees 
os 


Providence, R. I, 
Burlington, Vt. 
Task W Wagon Prices 
ae NED. tates 00st oe ce 
V.M.&P. Naphtha 20.5 
Taxes: N.Y.C. prices do not include 3% “city” sales tax 
Discounts: Mobil Kerosine & Mobilheat—New York City & Mt. 
only to deliveries of 300 gals. or more; all prices (tank car, 
Mobilfuel Diesel—New York City (Kings & Richmond) tank 
subject to 0.5c discount on deliveries of 800 gals. or more; 


& 


arr ewe woHe: HUSH Harwoarteo 


SESEENSEESSEESES 
Sones mee ane: 


: § 
. “eo: : 
* Bae" 


. 


a 
_- 


% 
“e 


SsbAMSESERSEE ESE! 
Hd "epee 


PEee 


Naphthas & Solvents—Cons. T.W.x 
8.R. CO. V.M.aP,. Sohio 
aph- Naph- Vi 


a 
E 


“if 

oH 

gif 
£ 


ee tt bat tt tt tt tt 


vent 


8 


Cincinnati 
Cleveland 


PEERS 


BESSBEEEEEy 


eoooooeooooso 


9 13. 
.9° .9* 
6. 4 21. 21. 13.9° .9* 2. 
Taxes: Hangar operators can purchase Road Tax by supporting purchase with State Tax Exemption 
A-10 to supplier. 
: Sobio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 
Kerosine, Nos. 1 & 2—Prices with asterisk (*) are for t.w. or drum ‘on of 100 -. or more; less than 100 gal., 0.5c higher, Prices at 
other points are for t.w. or drum deliveries of 50 gals. or more; less than 50 gals., 0.5¢ 


Notes: Naphthas & Solvents— T.W. and drum prices are for deliveries of 500 gals. or more, For other deliveries: 150-499 gals., add 2c; less than 150 
gals., add 5c. 


Renown (third grade) gasoline prices are same as X-Tane unless otherwise noted. S.S_ prices are at company-operated stations 
x Effective June 1. 


INDIANA STANDARD 


Tank wagon prices listed below were obtained by correspondents who visited Standard 


of Indiana bulk plants where the company’s are 
le ee a a 
100- $s 
Cons. Dir. line 349 999 


174 
gals. 


URSESEESREEE ge 
— 


0 23.0 
0 23.0 
0 23.0 
0 23.0 
0 23.0 
0 23.0 
0 23.0 
0 23.0 
0 23.0 
0 23.0 
0 23.0 
0 23.0 
0 23.0 


ecocooooooooooo 
SSSSSSSSSSsss 
Soooooooosooo 


BVORusanaaaee 


peepesses 
SEEEESRERRSEES 
agen sezeants 4: 
SeesSsssseysy 
SSSSSSSSSBSSS 
cooocoooooocso 
ecooocooscoosooso 
Sooooeseoooooo 


Ess 
wa 
b 





oat 
at 
Ha 
tf 


Covington, Ky. 


vees “ 
= of Louisville 
‘ Paducah 


Wichita, Kans, 
Omaha, Nebr. 


*-e 
. 


pocsusese: 


PAAGARBMARHY 
i llatiantiadioal a _ 

SINR Saaras 
UdKwUSUDeTaw 


waurowawoow: 


Milwaukee, Wisc.. ‘8 16.3 


ee 
se 





Fuel Olls—T.W.—Chicago, Il. 
Standard co 


Dallas else 
Fort Worth sae 


= a 
SCOCCHBHBHBOOCCOOCLCOCOS 


wee RRO CDH NW DOU 
SoosoooooooooooSsO 
COM oH a OUNwWADUH are 
core 


Gasoline tax column includes these city & 
county taxes: Mobile, 2c city; Birmingham, ic 
county; Montgomery, ic city & le county; Pen- 
sacola, ic city. Other taxes not included in 
prices: Georgia, kerosine, 1c; Montgomery, ker- 
osine 1c; Mississippi, kerosine 0. 


1-749 gals. 

750 gals. & over .... 8.4 

Taxes: St. Louis, Mo., gasoline tax inclue 

city tax. Des Moines, Ta., kerosine and San Antonio .... 
oil prices do not include 4c state tax. State Port Arthur .... 14 N 3 
sales, occupation, consumer & use taxes to be Notes: Dealer t.w. prices apply also to all jotes: 


added where applicable. classes of consumers with minimum delivery Consumer t.w. prices are same as net dealer 
* **Temporary”’ price. of 50 gals. prices. 


escevencecee 
SASASAISSRAD 
eooooooooooo 


JUNE 3, 1953 


59 














STATISTICS 





Midwestern Lubricating Oils 
(Compiled by Western Petroleum Refiners Assn. from figures of 12 
reporting , figures in bbls. of 42 gals.) 
MARCH, 1953 
Steam- 
Total Solvent Total Solvent Paraf- 


Re- 
Bright Bright Viscous Viscous fin fined Blended 
Stock Stock Neutrals Neutrals Oils Stock Oils 


Production . 234,083 220,428 448,261 379,133 120,773 9,738 548,691 
Shipments: 
Domestic .. 208,740 185,098 482,279 400,314 129,034 15,122 531,499 


Export ..... 38,588 37,732 3,365 3,246 2,162 12 = 8,734 


TOTAL ... 247,328 222,830 485,644 403,560 131,196 15,134 540,233 
Inventory 
March 31 .. 516,569 412,142 724,653 594,747 88,808 27,902 558,270 
Days Supply .. 50 51 44 42 
MAROH, 1952 
Production .. 299,622 238,981 622,191 536,363 134,605 18,050 620,853 
Shipments: 
Domestic .... 257,941 221,223 484,844 406,071 114,030 18,780 459,331 
Export ..... 23,347 11,596 16,485 16,485 2,476 535 98,626 
TOTAL ... 281,288 232,819 501,329 422,556 116,506 19,315 557,957 
Inventory 
March 31 .. 


. 453,144 336,372 1,005,837 866,290 157,882 37,169 509,109 
Days Supply. . 43 41 54 54 


Pennsylvania Lubricating Oils at Refineries 


(Compiled by National Petroleum Assn. from reports of companies re- 
fining Pennsylvania Grade crude oil. Figures in bbis. of 42 U. S. gals.) 


Viscous neutral, below 180 vis. 
but not below 142 vis. @ 100 92,258 162,781 66,413 166,199 
Viscous neutral, 180 vis. @ 
100 and above ............- 99,319 290,892 97,404 300,011 


1. Raw long residuum ........ bdusoe |) ake pt> ) hekees babene 
2. 600 steam refined stock .... 211,902 150,171 162,288 130,957 
3. Other steam refined stock .. 38,581 129,246 32,987 129,900 
4. Finished dewaxed long 

SRN cc conccccdccuccotcs . e6eses ~ weecee senese -s00nde0 
5. Bright stock ..........-.... 155,337 344,306 141,485 354,495 
6. 
T. 


Pennsylvania Oil Other than Lubes at Refineries 


(Compiled by National Petroleum Assn. from report of all region 
refiners. Figures in bbis.) 


March 31, Feb. 28, 
1953 1953 


1. Naphthas & Gasoline 
(1) Straight run, unblended and/or unleaded, 
for sale as motor fuel ..............04+.- 3,005 2,694 
(2) Naphtha and gasoline for sale for blending 
or further refining or held at refinery for 
further distillation, reforming, blending or 


leading ........ baGCOMain b9 00d ads ceeeddece 175,307 162,406 
(3) Below 65 octane, “not included in (1) or 
(2) above 


(4) 65 octame and above ............0eseeeees 
2. Salable naphthas other than motor fuel mate- 
rial (does not include refinery process naphthas) 13,529 14,885 





Dy TPOEIN ss oc bexbipetl es tbah bead <sdcancebesede 29,567 31,843 
4. 36/40 gas oil (include furnace oil) 43,211 64,431 
5. Fuel Oil (not reported above) ........... — 47,031 44,533 
6. Oils held as cracking plant charging stocks ... 219,040 228,936 
F. WO WHOS MOUEIOE oo 5s ic ce ketinns Geb RS cee 222 24,407 
DE Ge os ce gi deis ics cbnasionstGs ote 79,515 90,815 
Dy SURED DE | corneas ecckeense seeds accede 30,328 27,161 
BR eee ED bbdiog oso Peaeah csv eddes cdghetectes 6,040,123 7,925,101 


Net Stocks of Pennsylvania Crude Oil 
(Compiled by National Petroleum Assn. Figures in bbls.) 


March 31, Feb. 28, March, 

1953 1953 1952 
Me SUL dw an bn awkoso 6c 368,135 358,471 246,714 
Pipe line and tank farm 1,657,879 1,546,556 1,594,103 
SPAS See ee 2,026,014 1,905,027 1,840,817 


District 5 Demand 


(California, Oregon, Washington, Arizona and Nevada) 
(Bureau of Mines Figures in thousands of bbis. daily) 





March, fFeb., March, 

1953 1952 1952 

Gasoline & Naphtha ............-..0.6005 421 448 388 
Liquefied Petroleum Gases 32 34 34 
6 7 6 

16 19 14 

176 204 182 

398 389 388 

24 21 





Dealer and Service Station Prices for Regular-Grade 
Gasoline in 50 Representative Cities*** 








MAY 1, 1953 
its per 
Dealer’s Indicated Tax Service 
Net Price Dealer (Ine. 2¢ Station 
City (Ex Tax) Margint federal tax) (Ine. Tax) 

Average United States .. 15.45 5.13 7.35 27.93 
Portland, Me. .......... 15.00 0.90 8.00 23.90 
Manchester, N.H. ...... 15.60 3.30 7.00 25.90 
Burlington, Vt. ......... 15.60 5.20 7.00 27.80 
Boston, Mass. .......... 14.90 5.30 7.00 27.20 
Providence R. I. ........ 14.90 2.00 6.00 22.90 
Hartford, Conn. ........ 13.90 3.00 6.00 22.90 
De Bs ebesveses . 5.70 6.00 27.20 
New York, N. Y. ....... ° 6.80 6.00 27.50 
Newark, N. J. ........s. . 5.30 5.00 24.90 
Philadelphia, Pa. ....... " 4.20 7.00 25.90 
Dover, Del. ........+++. e 5.70 7.00 27.40 
Baltimore, Md. .. i 5.50 7.00 27.00 
Washington, D.C. . : 4.70 7.00 26.60 
Charleston, W. Va. .... . 7.10 7.00 30.20 
Norfolk, Va. ........... > 6.10 8.00 28.20 
Charlotte, N. C. ........ " 5.90 9.00 30.30 
Charleston, 8. C. ....... - 5.90 9.00 29.50 
Atlanta, Ga. .........- . 5.60 8.00 29.50 
Jacksonville, Fla. ....... ki oes 9.00 22.90 
Birmingham, Ala. ...... ° 5.60 9.00 *30.30 
Vicksburg, Miss. ....... : 6.70 9.00 30.90 
Memphis, Tenn. ........ y 5.50 9.00 29.50 
Lexington, Ky. ......... s 5.30 9.00 31.00 
Youngstown, Ohio ‘ 4.60 6.00 26.10 
South Bend, Ind. ....... / 5.50 6.00 25.90 
CURE, B.'s sncessvees > 5.20 7.00 27.55 
Detroit, Mich. .......... s 5.12 6.50 26.42 
Milwaukee, Wisc. 4 5.30 6.00 27.40 
Twin Cities, Minn. ‘ 5.00 7.00 27.90 
Wares, WH. Du es ssccccscs . 4.50 7.00 26.00 
Weare, TL PD. nice cc css t 5.00 7.00 28.70 
Omaha, Neb. ........... . 4.50 7.00 27.00 
Des Moines, Iowa \ 5.00 6.00 26.40 
St. Louis, Mo. ......... bh 5.70 6.00 *26.90 
Wichita, Kans. ......... . 4.40 7.00 25.40 
TRG, Wes a cacescrces J 5.60 8.50 28.00 
Little Rock, Ark. ....... . 5.90 8.50 30.50 
New Orleans, La. ....... . 5.80 9.00 28.10 
Houston, Tex, .......... . 5.00 6.00 25. 
Albuquerque, N. M. 16.00 5.50 8.50 **30.00 
Denver, Colo. .. 14.80 5.20 8.00 28.00 
Casper, Wyo, ........... 15.70 7.30 8.00 *31.00 
Butte, Mont. ........... 18.20 6.30 8.00 32.50 
Boise, Idaho .... em 5.00 8.00 30.00 
Salt Lake a: Utah ... 115.40 5.50 7.00 27.90 
Reno, Nev -+. 18.60 6.00 7.50 32.10 
Phoenix, BU Sy a0,-h ss 18.20 5.30 7.00 30.50 
San Francisco, Calif. ... 16.10 5.60 6.50 28.20 
Portland, Ore. .........-. 16.60 6.50 8.00 31.10 
Spokane, Wash. ........ 17.80 6.00 8.50 32.30 


* Includes city tax of lc per gal. 
** Includes city tax of 0.5¢ per gal. 
*** API figures as reported by The Texas Co. 

t Editor’s Note: Where there are price wars these indicated margins 
do not necessarily show what the dealer is actually realizing per gallon 
of gasoline sold. Special allowances temporarily are being granted to 
some dealers hit by the subnormal retail prices. 

t Applies to deliveries of 400 gals and over. 


Production of Natural Gasoline 
(Bureau of Mines figures in bbis., 600 omitted) 

















March, February, 
1953 1953 
Re EE” Sy Sarat de weeecodvacccuccetes . ateeoe 
W. Pennsylvania 15 13 
WOUNS PUN 6 aceon eccdbdeactecscveves 657 565 
PE See b ba dees) th cc bb epdace ce sacesus **214 **190 
SD t -Sas pide diene eb 6s066bbb 0060s abode 482 470 
EE Cue e060 Slows 6 a de Pew wee Kao cuss 430 388 
SEL nt Wsbi.cahbts-esch Sapede ud ackouee ee ee 
OS I ES ST eee Lee ee 7 are ea 2 
SD hai pnw oe oh Edd a iin cpp ceed vececsc's 1,613 1,404 
ED Wabi Ks Sh abh ec ababenicasecsceee 228 
IRS CU aeaw edie adeeb en ved ege cages 1,930 1,892 
SE N0cd$ bh th sce) op Khaw le be deus» erodes 831 871 
Inland 1,099 1,021 
Mississippi 103 104 
New Mexico .. 640 550 
EE Sen TRADE oA boa be As apcbneas Mu cen 10,947 9,954 
Gulf a 2,293 2,060 
WONG OND 6 vo ceedccdccetsencaundescenés 2,888 2,465 
BOGE OE n cboced so cddspoeciocepas seuss 980 893 
Panhandle 1,759 1,687 
BNE eA nals U des owe 654d ram Coe des KSch 3,027 2,849 
IN < Wedud buh we 0064 vt cohegtctcs shows ad ° 
EE Pe eee SEP Te. See Pe LEE 28 26 
IN i beh sc bbw ve recedabthheecéesce-s t t 
Wyoming ......... Hee (uen bles eeebuaet ees *226 *194 
CNOUI nt 3c vane cotencawatasduvcbdcesss 2,687 2,449 
NOR cite aCe cabs deck Up PRES DEAD Chad e< 20,202 18,408 
BORG AGOTRBO ccc coseccctcstscsvvcsces 652 657 


* Colorado and Utah gasoline products included with Wyoming. 
** Michigan included with Illinois. 
+ Nebraska included with Kansas. 
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DISPLAYED: Advertisements set in special type or with border— “Positions Wanted’’—I5 cents a word. Minimum charge $3 per insertion 
$13.50 per column inch. Box moe A counts 2 words. Copy must reach us by Wednesday 
UNDISPLAYED: ae! Sale’’, hs to oer. “Help Wanted”, preceding date of issue. 
usiness rtunities"’, 1 " an 
tions set in type this size wit vane border—30 cents a word. Minimum All classified advertisements are payable in advance. 
charge $7.50 per insertion. No agency commission or cash discounts on classified advertisements 
Position Open For Sale 


OPENING FOR MAN who is physically able 
and willing to work as a tankwagon salesman 
on salary and commission. Golden opportunity 
for right man. Privilege of buying up to 50% 





le 


SALE: 1950 Chevrolet tank truck, com- 


em ANK 
partments 300, 300, 200, meter and hose, pow- RAILER 


of the business within two years, or lease en- 
tire business. Box 789. 
For Sale 
FOR SALE: 3800 gallon, 5 and 6 compartment ” 
single axle trailers. Neumayer Equipment Co., 
723 South Sarah St., St. Louis 10, Missouri. 
er take off. Price $1,000.00. Smith Cale Co. 
ee 1284 E. Second 8t., Jamestown, New 


FOR SALE: FLORIDA TANKS—Ten 10,000 * 

gallon capacity R.R. tank car tanks $685.00 

— THE BEST IN 
FOR SALE: Reconditioned 60 gallon hi-boys, 


each in Florida. L. M, 8 

Penn 

standard size, complete with quart stroke 
lube oil pumps. $25.00 each, f.0.b. Neumayer 
Equipment Co., 723 South Sarah St., St. Louis 





itanhope, Rosemont, he 
10, Mo. 


FOR SALE: Two 4,500 gallon, fully insulated ery i eed 
1 cpt. asphalt trailers, 3” internal valve, etc. Ev Unit Gvarant 
New insulation etc. $3,750.00 to $3,950.00. 
Bruce z Hackett Co., 621 West 58 St., Kansas 1—2986 gal. asphalt with heater tubes, single axle, 1947 Allen $900.00 
fe: a ; 
Saas einer 1—3800 gal. 2 compt. DBH, single axle, 1947 Progress $1500.00 
NEW 5000 GALLON asphalt tank, steam coils. . 
New 4000 gallon asphalt toute, warnes woe. 1—4000 gal. 3 compt. SBH, single axle, 1946 Frazier ene 
New 3 compartment 6000 galion tank. _Im- 1—4000 gal. 3 compt. SBH, single axle, 1947 Fruehauf $2000.00 
i 
caster, P. 0. Box 1232, Lancaster, Penn, 1—4000 gal. asphalt with heaters, tandem axle, 1943 Trailmobile $2000.00 


1—4030 gal. 3 compt. SBH, single axle, 1940 Springfield $1200.00 
1—4270 gal. 5 compt. SBH, single axle, 1942 Fruehauf $1000.00 





BUILD VOLUME FOR YOUR SERVICE 1—4720 gal. 3 compt. SBH, tandem axle, 1947 Trailmobile $2000.00 
sistent medium that directly pays for 1—5000 gal. 4 compt. SBH, tandem axle, 1942 Trailmobile $2300.00 
_— a is ae tg 1—5000 gal. 4 compt. DBH, tandem axle, 1948 Frazier $2750.00 
sive oil company. Let us tell you about 1—5250 gal. 3 compt. DBH, tandem axle, 1944 Fruehauf $3775.00 
Acsee., 6106 ‘niounst, Chieome tu mn 1—5260 gal. 3 compt, SBH, tandem axle, 1947 Frazier $3250.00 


1—5275 gal. 3 compt. DBH, tandem axle, 1950 Columbian $3775.00 
1—5045 gal. 3 compt. DBH, tandem axle, 1947 Fruehauf $3250.00 
1—5060 gal. 1 compt., tandem axle, 1950 Frazier $3250.00 








DIESELS AND PUMPS 1—5365 gal. 1 compt., tandem axle, 1949 Frazier $3250.00 
br woe eee rey 475 BHP 5 A 1—5600 gal. 3 compt. DBH, spas post Heil rove at 
inder win Model VG Diesel En- 1—5500 gal. 1 compt., tandem axle, 1948 Fruehauf . 
3 h ted to Worthingto’ 
Horizontal Triplex Double Acting Pump, 1—5500 gal. 1 compt., tandam axle, 1949 Fruehauf $3250.00 
th units wit! Ik Couplings and 
other ‘accessories. Location POnio, im- 1—6001 gal. 4 compt. DBH, tandem axle, 1950 Columbian $3250.00 


mediate delivery. Direct inquiries to 


Sitges SE” | | SPRINGFIELD BODY & TRAILER SALES CO. 


SEE THEM AT 221 N. KANSAS ST. 








An advertisement in NPN‘s Classified - WRITE TO POST OFFICE BOX 431 
Section will bring you quick, effective PHONE FOR INFORMATION 2-5526 
results at low cost. 
NATIONAL PETROLEUM NEWS SPRINGFIELD, MISSOURI 
1213 W. Third St., Cleveland 13, Ohio We Deliver 
WRITE TODAY 














WE'LL CONNECT YOU WITH THE RIGHT PARTY 


Here’s your chance to sell that “extra” tank In any of the as rege nermes Be a ae 
; ’ vertisement in Nati Petroleum ews W 

“fr cs orCy a9 aa = sion bring you quick, effective results at low cost. 

en needing #0 y, to ‘2 - Let N.P.N. connect you with the right party. 
salesman, or to make some new business con- Rates and specifications are listed above. Place 
tacts. your classified advertisement today. 

National Petroleum News 
1213 West Third Street Cleveland 13, Ohio 
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FULL HOUSE was the rule at all of the sessions of the Midwest Oil Industry TBA Conference held at the Kentucky Hotel, Louis- 
ville, May 14-15. About 250 TBA specialists from oil companies and TBA manufacturers participated in a series of panel discus- 
sions of all phases of TBA merchandising 


TBA Men Spotlight Better Ways to Sell 





TOUCH OF SHOWMANSHIP was added to the opening of the TBA conference by 
Francis A. Pfeffer, Lion Oil Co., Midwest chairman, with this Confederate Army cap 
and the two flags lined up in front of the speaker's desk 
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By FRANK STURTEVANT 
TBA Editor 


LOUISVILLE, Ky.—How to sell 
5,000 tires in four weeks, as com- 
pared with 3,000 tires in all of last 
year, was related by James E. Dorn- 
off, vice president, Pate Oil Co. Mil- 
waukee, first of a group of panel 
speakers at the Midwest Oil Industry 
TBA Conference held here May 14-15. 


Other panel discussions were de- 
voted to merchandise displays; deal- 
er advertising and sales promotion; 
better care of battery stocks; trends 
in accessory merchandising; how to 
get the most out of films. 

About 350 TBA specialists from 
oil companies and TBA manufac- 
turers attended the sessions, under 
the chairmanship of Francis A. 
Pfeffer, Lion Oil Co., El Dorado, Ark. 
Panel leaders were Earnest D. Dig- 
weed, Cities Service Oil Co., Chicago; 
L. J. Newgaard, Skelly Oil Co., Kan- 
sas City; Melvin S. Marsh, Stand- 
ard of Ohio; S. W. Davis, Arkansas 
Fuel Oil Co.; George C. Pfahler, 
The Texas Co., Indianapolis; and Lar- 
ry Sherwood, the Galvin Co., Kansas 
City. 


Boosting Tire Sales—The strategy 
of the Pate Oil campaign for tire 
business, as told by Mr. Dornoff, was 
first, to change the thinking of the 
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MILLER 


Geaned to the feoad TIRES 


Sales-making TBA team 
tn the Lone Star State... 


& teal do things B-I-G down Texas way and 
Panhandle Oil Corporation is no exception. 
Operating in the north and west Texas areas with 
headquarters in Wichita Falls, this growing 
petroleum marketer has teamed up with Miller 
to do a BIG job of merchandising the complete 
line of Miller passenger car, truck and farm tires. 
The company’s enterprising promotional pro- 


grams have been dovetailed with the specialized 


JUNE 3, 1953 


sales and advertising aids that Miller has made 
available to them. The result has been increased 


tire sales and profits. 


TBA teamwork can pay off for you too! For 
complete details on Miller’s practical tire fran- 
chise for oil companies, write Dept. NM-6, Oil 
Division, Miller Rubber Company, a Division of 
The B. F. Goodrich Company, Akron, Ohio. 
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EARLY ARRIVALS at midwestern TBA conference at the Kentucky Hotel lobby in Louisville, left to right: Morris Farber, Farber 
Bros., Memphis; E. C. Spitznagle, Mid-South Oil Co., Memphis; J. T. Gushue, and Malcolm McLouad, U. S. Rubber Co., separator 
division, New York; D. P. Wigman, Pure Oil Co., Chicago; and Norman Farsje, Gould-National Battery Co., St. Paul, Minn. 





TBA CHECK-IN—About 250 oil TBA specialists registered for the Midwest Oil 


Industry TBA conference at the Kentucky Hotel, Louisville, May 14-15. 


Left to 


right: Signing the card is W. J. Johnson, Standard Oil of Kentucky; A. H. Heidings- 
felder, Pan-Am Southern Corp., New Orleans; Richard Whipple, Hollingshead, Cam- 
den, N. J.; J. J. Welland, Skelly Oil Co., Kansas City 


Pate salesmen; and second, to change 
the thinking of the 108 Pate dealers. 

Pate salesmen were told to aim at 
a “100 or nothing” policy in solicit- 
ing dealer orders for the Mansfield 
line of tires for which Pate is dis- 
tributor. Mr. Dornoff urged his men 
to think of their own earnings not 
in terms of so much per tire, but in 
terms of what they could make ‘on 
100 tires. To help them sell 100 
tires or nothing, the company of- 
fered dealers several payment plans. 

Reporting on dealer reaction to 
the three principal payment plans 
Mr. Dornoff said that three dealers 
paid cash, less 2%, for their 100-tire 
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orders (average dealer cost $1,700); 
about 30% of the orders were han- 
dled on a ic per gal. payment basis; 
while the balance elected to pay on 
30-60-90 day terms. 

Altering Sales Tactics—By way of 
an example of changing a salesman’s 
thinking (and a dealer’s too) Mr. 
Dornoff brought up the incident of 
the salesman who reported a certain 
dealer could not be sold 100 tires 
because he already had 35 tires in 
stock. Inquiry uncovered the fact 
that the 35 tires had been in the sta- 
tion for four months; that the tires 
were well hidden from customers; 
and that the station was selling 1,000 


gals. of gasoline a day, so that there 
were plenty of customers available. 

The salesman went back to the 
dealer, persuaded him to get his tires 
out in the open and showed him how 
he could really make money by smart 
trading for the old tires on his cus- 
tomers’ cars. The dealer moved his 
entire stock in a few weeks, and of 
course signed up for a new stock of 
100 tires. 


Telling a Dealer How to Sell—In 
another example of how a salesman 
changed his thinking, and in turn 
changed some dealer thinking, one 
of the salesmen wrote the number 
$836 in large red letters on a long 
sheet of yellow tablet paper, showed it 
to a dealer and asked him how he 
would like to make that much gross 
profit. Then he insisted that the 
dealer leave the station for a while 
and accompany him to any place he 
might choose where the dealer might 
listen to the whole story. 


The rest of the story was built 
around a breakdown of the succes- 
sive dealer discounts from a $22.05 
list price for a 6.70-15 tire, by which 
the dealer cost (in 100 tire lots) 
could be brought down to $13.69. The 
resulting gross margin of $8.36 per 
tire, when multiplied by 100 tires, 
arrived at the %836 gross profit 
used by the salesman for his open- 
ing wedge. 

In concluding his report Mr. Dorn- 
off said that the spring tire cam- 
paign made Pate dealers into tire 
merchants, made money for the deal- 
ers, for the salesmen, and for the 
company; and that six dealers have 
already sold out their initial 100-tire 
order, and have come back for a 
repeat order. 


Budget Selling—On the subject of 
budget tire selling, I. A. Mathias, 
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Prove how the “Quietest Tread on Earth” 


OUTGRIPS THEM ALL 
.-- IN ALL DIRECTIONS! 












Side-skids— major cause of accidents. Armstrong holds along the “Lifeline”! 


Do your selling with silence— 
Demonstrate the new “hush ride” on 


ARMSTRONG'S Rhino-Flex Premiums 


Here's the one tire that “hushes as it holds” sideways. It's the one tire that holds straight 
—and holds like no other tire ever made! along the “‘lifeline’’. Prove this with a dra- 
Around sharp curves or on sudden stops, matic, revealing “hush ride’’! Let them feel 
theexclusive Armstrong Interlocking Tread that new safety grip take hold—let them 
grips in all directions—forward, backward, _ hear the silence of that new tread. 

















@ The Armstrong Rhino-Flex Premium gives you four pow- 
erful new selling features found in no other tire. (1) World’s 
first Interlocking safety tread. 2,600 extra gripping edges 
hold forward, backwards and sideways. (2) World's first 
Uni-Cushion Contour. More rubber on the road elimi- 
nates uneven wear, bumpy rides. (3) World’s first Intra- 
Tread Bumpers muffle squeal. (4) World's first Silent 
Traction Design cancels out noise, hum. 

UNCONDITIONALLY GUARANTEED FOR 3 FULL YEARS! 
Against all road hazards with no limit on mileage. Unserviceable tire 


will be replaced by comparable new tire with full credit for period 
of guarantee not realized. 



























DILLECTRIC 


No. 6699 


Speed Patch Assortment 


INCLUDES MATERIALS FOR OVER 
$200 WORTH OF TUBE REPAIRS 


4 Cans (160 Patches) No. 6606-40 Small 
Diamond Patches @ $1.65 per can,.......$6.60 


2 Cans (80 Patches) No. 6611-40 Small 
Round Patches @ $1.65 per can....... .... 3.30° 


1 Can (10 No. 6607 Large Oval Patches) 
(10 Ne. 6608 Large Round Patches)... 1.85 


1 Box (100) Ne. 100-AA Valve insides... 5.50 
1 Cabinet Locker @ $10.00......... Special 2.50 


$19.75 
BONUS (worth over $30 in resale valve) 


1 Can (40 Patches) No. 6606-40 small 
Diemond Patches @ $1.65 per con...... FREE 


8 No. 6241 Easyfiate Valve Caps 



















<-seeeesses REE 
1 Tire Center Display julbecomanid .. FREE 


ALL FOR ONLY 


*If you desire to sub- 

stitute Diamond Patches 4 

for the Round Patches, 

specify Assortment No. _— 


6698 at the some price, 













Here’s your opportunity to get this valuable, useful Cabinet Locker 
OVER 7 with your Special Bonus order for Dillectric Tube Repair Supplies. 

Save now — you get the complete assortment and Cabinet Locker 

that would regularly cost you a total of $29.84, all for only $19.75. 
SERVICE STATIONS NOW USE The offer is limited, so ACT TODAY. Prepare now for Extra Profit 

during the coming big Summer tube repair season. 
DILLEC TRIC THE DILL MANUFACTURING COMPANY 
700 East 82nd St., Cleveland 3, Ohio 


Safeguard Your Customers—Use DILLECTRIC for all Tube Repairs 
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TBA PANELS are a feature of midwestern TBA meetings. 

and on dealer advertising and sales promotion. Left to right: Edward W. Gutelius, Fuller & Smith & Ross, New York; Tom 

Cunningham, Aetna Oil Co., Louisville; T. C. Law, Jr., Coca-Cola Co., Atlanta; James E. Dornoff, Pate Oil Co., Milwaukee; 
J. R. Flannery, Flannery & ‘Associates, Inc., Pittsburgh; L. J. Newgaard, Skelly Oil Co., Kansas City, Mo. 


Fleet Wing Corp., Cleveland, gave 
his opinion that detailed explanations 
of budget plans only scare dealers. 
There is only one good way for an 
oil marketer to get his dealers active 
in budget tire selling, he said, and 
that is to make a test case of a 
single dealer, “live” with him until he 
learns how it works, then use his 
success as proof to sell other dealers. 

To do well at budget selling, he 
said, the dealer has to make it a 
rule to quote the down payment, 
and never the price of a tire. The 
amount of a down payment is not so 
far away from the sums car owners 
are used to parting with on visits to 
service stations, he said. 

Mr. Mathias cited the example of a 
dealer who quoted the down payment 
to a reluctant customer in need of a 
tire, closed the sale and mounted 
the tire at once before making out 
the installment contract. As the 
dealer reached for the forms the cus- 
tomer asked about the saving for 
cash, learned it was 10%, and paid 
the full amount on the spot. The low 
down payment price proved its worth 
in making the tire purchase sound 
easy. 

Collections—Budget collections are 
easy, said Mr. Mathias, if dealers 
suggést to customers when the sale 
is made, that the installment con- 
tract is an ironclad agreement au- 
thorizing the seller to take the tires 
back and to levy on the car or any 
other assets of the customer. Cus- 
tomers are inclined to remember 
such statements later on at times 
when installments become due. 
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ACCESSORY MERCHANDISING PANEL in 





These men took part in panels on retail service station development 





yee es 4 a, : 
*Foagae ve Ro < ee us 


action, left to right: Sumner Howard, 


AC Spark Plug Division of General Motors; Monty Hunt, Walker Manufacturing Co.; 
Homer R. Hays, Ashland Oil & Refining Co.; and leader George C. Pfahler, The 
Texas Co., Indianapolis 


Advertising — Consumer advertis- 
ing is being used by Pure Oil Co. to 
get car owners to ask for a free tire 
check, said C. W. Henking. All avail- 
able radio and television time is be- 
ing devoted to the tire check promo- 
tion, and each dealer is being asked 
to check at least 25 tires. 


ying TBA — Oil marketers 
should give their dealers the bene- 
fit of an organized display program, 
said Tom Cunningham, Aetna Oil Co., 
Louisville, which does more than sup- 
ply dealers with shelving, products 
and pieces of paper to paste in the 
windows. It is a job for specialists, 
not amateurs, he said, and should in- 





clude a careful analysis of every 
square inch of floor and wall space 
for each individual station. 

From that beginning, the display 
program should let the customer see 
what the station has to sell, and an- 
swer all of his questions about each 
item. The customer should be able 
to learn from the display alone all 
about size, color, design and price 
range. Nothing should be left for 
the dealer but to give the customer 
what he wants and take his money. 
(Extracts from Mr. Cunningham’s 
talk appear on p. 78). 


Planning Displays — In planning 
TBA displays for service stations, 
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A. STRANAMAN Pac eoen? 
£.0 STRANANAN Tassevee® 


A ab sonal tenor 


CHAMPION Spark PLUG COMPANY 


rectTHam ENSe ano a AP +o. FRANCE = ——— winosoe canes —=— 


TeLEDO 1, Onno. S.A. 
June lst, 1953 


east Tena 
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Deer Champion Dealers 
Experts agree that vacation travel will set a record this Summer. 
million cers will 


The American Automobile Associetion estimates that 22 


on trips and the avereg 


be driven on vacati e cer will cover 1200 miles in 


eleven days of travel. 


and a greet opportunity to inerease your 


This is good news for you, 
your vacation-bound customers & good 


TBA ratio and profits. You'll be doing 
turn, too, by selling them preventetive services lubrication, oil change, new 
new set of Champion Spark Plugs, etc. 


tires and betteries, 4 
ou will want to pass on 


Speaking of spark plugs, 


here's some 4{nformation 


7 


Plugs need more frequent 4{nspection andi cleaning these days because when 


n engines at normal apoots 


to your customers? 


used in high-compressio s they tend to accumulate 


faster -- om & cerbon-fouled spark plug 4s a gas 


Ga 


Champion Advertising 


oline waster. 





carbon 


P.S.: Ask your Champion representative to show you the 





Story, just off the presses. It's a real eye-opener &S to the quelity 


and amount of advertising Champion uses each yeer to keep your customers 


Champion-conscious ° 
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RADIATOR + HOSE Connections 260 
BATTERY oe ee 75-7 
TRE SWITCH a2 Fo Yo) 
SPRING PACK (Odin 
FUEL & WATER Pyp 


BRAKES 














--- but doesn’t fence you in 


Most of us work hard to build our own little world. A place where there 


is added security and peace of mind. A Cooper franchise is a helpful 
means to this end. 


First, because Cooper guarantees you a protected territory which is yours 
to have and to hold. And it’s big enough for you to expand and grow. 
Secondly, because Cooper guarantees there will be no unfair competition 
from your supplier. No Cooper-owned stores, no multiple dealer distri- 
bution. No outside interference in the form of nationally advertised cut 
price sales at peak buying seasons of the year. 

Yes, Cooper gives you a world with a fence — but doesn’t fence you in 
with unfair restrictions that narrow profits down. And this means a 


world of opportunity for dealers who want to go ahead, Why not write 
for full details soon. Go ahead . . . go Cooper. 


Cooper 


TIRE & RUBBER COMPANY 
Factories at Findlay, Ohio 
Tires © Tubes ¢ Batteries © Camelback © Repair Materials 


gives you a world 





NATIONAL PETROLEUM NEWS 

















TIRES-BATTERIES-ACCESSORIES 





William Sewell, of B. F. Goodrich, 
said that display should be a part 
of a complete, well-rounded merch- 
andising program. It is better to 
concentrate on how many of three 
possible functions a display can ful- 
fill: identify the station with a prod- 
uct brand; interest the customer in 
the goods or services for sale; or in- 
form the customer about new prod- 
ucts, prices, or in some other way, 
perhaps only as a reminder. 

Any display that does not serve 
one of the foregoing purposes is no 
good, said Mr. Sewell. It is up to 
the TBA specialist to analyze the 
display objective rather than worry 
about color, shape of piece, kind of 
material or size. These can well 
be left to the advertising technician, 
Mr. Sewell concluded. 


Ads Should Sell Dealer—Car own- 
ers usually ask at service stations 
for the replacement of a specific TBA 
item without specifying the brand, 
said Edward W. Gutelius, of the Full- 
er & Smith & Ross advertising 
agency, New York. While the cus- 
tomer is reassured if the brand the 
dealer carries is a known, advertised 
brand, it is also important that the 
advertising sell the dealer. 

The current national safety check 
campaign, said Mr. Gutelius, is one 
which suffers because it is not tied 
into dealer participation. To illus- 
trate how this may be done he cited 
the example of the campaign for 
Westinghouse lamps. The campaign 
includes point-of-sale material for 
the dealer consisting of a display 
emblem identifying the service sta- 
tion as a “Safety Check Headquar- 
ters”; a snap-on card reporting on 
inspection of tires, brakes, battery, 
lights and wiper blades; a certificate 
with a pledge reading: “I will strive 
to keep my customers’ cars in safe 
driving condition; I will check tires, 
batteries, lights, brakes and wiper 
blades”; a set of four mailing cards 
listing groups of related services to 
be offered on a package price basis; 
and a choice of newspaper mats. 


Tie-in Selling —- Another example 
of dealer tie-in was described by 
Don C. Huber, sales promotion man- 
ager, Purolator Products Corp. He 
told how his concern started a 
“Check your filter—change your oil” 
campaign in 1950 through the medi- 
um of point-of-sale banners, and has 
repeated it every year since. In ad- 
dition he listed his company’s cata- 
log which devotes space to ways in 
which dealers may easily display 
filters; a dealer house organ called 
the “Dealers Cashbox” which shows 
and tells how to sell filters; wall 
charts; reminder tags; radio scripts; 
and newspaper mats. 

Purolator’s consumer advertising 
emphasizes that filters are both a 
profit and a service item. The deal- 
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PANEL WARM-UP—Getting ready for panel on dealer problems at the TBA meet- 

ing are, Jeft to right: Donald C. Huber, sales promotion manager, Purolator Prod- 

ucts, Inc.; I. A. Mathias, Fleet-Wing Corp., Cleveland; Jack J. Nemeth, Continental 
Oil Co. 


TEXACO TBA MEN held an informal chat between sessions of the TBA conference 
at Louisville, May 14-15. Left to right: L. M. Blevins, Denver; A. E. Best, Indian- 
apolis, and Morris A. Wolfe, company TBA manager, New York 


er is portrayed as the car owner’s 
friend who will save him money, con- 
cluded Mr. Huber. 


Direct Mail—Another type of deal- 
er promotion, a set of 100 direct mail 


- letters tied in with a give-away 


premium, was described by Jack 
Nemeth, Continental Oil Co. The 
premium consisted of a miniature 
first aid kit in a plastic bag, sup- 
plied to dealers at a cost of 12c each. 
In addition small, colored handbills 
were prepared employing small, car- 
toon type jingles. 

Object of the campaign was to sell 
“Safety First Service” and dealers 
also were offered pads of two-color 
special lube order forms with a panel 
of small cartoon style illustrations 
down one side depicting the inspec- 
tion services which put the custom- 


er’s car in safe driving condition. It 
was anticipated that if 20 car owners 
could be induced to come in to a 
dealer’s station in response to the let- 
ters, the resulting profit to the dealer 
would pay for his promotion ex- 
pense. Mr. Nemeth reported that 
4,000 out of 8,000 dealers ordered 
the miniature first-aid kits, and that 
the initial supply was sold out in two 
weeks. 


In Continental’s planning, Mr. 
Nemeth acknowledged the help re- 
ceived from the company’s advertis- 
ing agency, Benton & Bowles; from 
Weekly & Valenti, a firm of sales 
consultants in Houston; from other 
oil people; and from Continental’s 
TBA supplier, the B. F. Goodrich Co. 


Pushing Safety — In persuading 
dealers to participate in a promotion 
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TBA MOVIES and how to make them pay double was the topic covered by a panel 





consisting of, left to right: Ernest D. Nathan, Caravel Films, Inc., New York; Larry 
Sherwood, The Calvin Co., Kansas City; and Don Gates, merchandising manager, 


Goodrich Associated Line. 


campaign built around a safety car 
check, Mr. Nemeth said it helps to 
call attention to newspaper editorials 
urging people to stay home because 
of the dangers of highway travel. It 
is not too far fetched, he said, to 
guard against the start of an anti- 
travel movement. Service station 
men ought to say to all departing 
customers: “Thank you—drive safe- 
ly.” 

Reviewing TBA Objectives—When 
an oil company TBA manager gets 
ready to lay out his program for an 
ensuing year, he would do well to 
review his company’s total objective 
for all products, said C, A. Eaves, 
Jr., Mansfield Tire & Rubber Co. If 
motor oil sales are sharply down, for 
instarce, there is sure to be a lot of 
attention devoted to motor oil, he 
said. Or a new gasoline may take 
the spotlight. Whatever it is, his 
TBA program will have to fit in. 

The TBA manager would also be 
wise to review his own company’s 
position in relation to other cil com- 
panies, rather than with Sears-Roe- 
buck or Montgomery-Ward, said Mr. 
Eaves. For example, if his marnage- 
ment thinks that its oil competitors 
want more TBA volume to provide 
better income for dealers with which 
to build or improve station outlets, 
then management will go heavier on 
a TBA program. 

It is important to present a TBA 
program to management, said Mr. 
Eaves. And he suggested it might 
be wise to leave open a few small 
gaps, so that top executives can of- 
fer suggestions, and thus get the 
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Props used by Mr. Gates are being set up 


feeling that the program is partly 
their own doing. 


Teaching Dealers—Echoing a sug- 
gestion, first advanced by Mr. Sew- 
ell, that dealers need to visit a tire 
factory to overccme their lack of 
confidence, Mr. Eaves reported that 
groups of Fure Oil dealers who have 
visited the Mansfield plant have de- 
parted feeling more like tire ex- 
perts. Dealers are invited to the fac- 
tory in groups of 25. A slide film 
showing before the factory tour 
touches on the high spots of the tour. 
More slides at the end of the trip 
help the dealers remember the im- 


BETTER BATTERY HANDLING was discussed by, left to right, O. L. Armstrong, 


portant features of tire construction. 
It is a good idea, if time permits, said 
Mr. Eaves, to let each dealer make 
a tire himself. 


Battery Stock Care—In a session 
devoted to better care of battery 
stocks, S. W. Davis, of Arkansas 
Fuel Oil, recounted the excessive 
charge-offs of old tattery stocks 
which caused Arkansas Fuel Oil 
to drop its initial system of consign- 
ing battery stocks. The company 
switched first to stocking batteries 
in salary operated warehouses, and 
later to direct factory shipments to 
distributors. 

Direct shipments alone, however, 
piled up too many small orders with 
resulting delays, said Mr. Davis, 
which in time caused some small dis- 
tributors to get out of the battery 
business. Now in use is a combina- 
tion system of handling small orders 
from warehouses, but permittirg dis- 
tributors to save freight by having 
large orders shipped direct from the 
battery plant. The freight saving is 
passed along in the form of an ad- 
ditional discount. 


Warehouses Have Chargers—Ar-, 
kansas Fuel Oil now has its ware- 
houses equipped with modern battery 
chargers and testers. Warehouse- 
men are trained in battery care with 
the result that battery volume is up. 
Mr. Davis cited the example of one 
division formerly shipping batteries 
to 20 distributors, which now supplies 
batteries to all of the 40 distributors 
in its area. 

Distributors may also earn an ad- 
ditional discount if they will under- 
take to handle their own battery ad- 
justments. Such arrangements have 
worked well, said Mr. Davis, because 
distributors are more careful about 
adjustments where they have some- 
thirg at stake, and they are better 
able to hold dealer adjustments in 





Gulf Refining Co., New Orleans; Paul Mason, Goodrich Associated Lines Div.; How- 

ard S. Dahleen, Franklin Transformer Co.; and S. W. Davis, Arkansas Fuel Oil, 

Shreveport. A. A. Feldman, Prest-O-Lite Battery Co., not present when this picture 

was taken, also took part in the battery panel, and Mr. Mason served in an advis- 
ory capacity 
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3 good reasons to 





GLOBE- UNION custom -built batteries 





1 SUPERIOR 
PERFORMANCE 


Globe creative engineering as- 
sures quality construction and 
unsurpassed design. Globe-built 
batteries continually set new, 
high standards of performance. 
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2 FAST, ECONOMICAL 
DELIVERY AND SERVICE 


Get low freight costs and quick 
service. 13 Globe factories, strate- 
gically placed near your markets 
are located at ATLANTA, GA. °« 
BOSTON, MASS. ¢ CINCINNATI, OHIO « DALLAS, 
TEXAS ¢ EMPORIA, KAN. ¢ HAST INGS-ON-HUDSON, 
N. Y. «© LOS ANGELES, CALIF, ¢ MEMPHIS, TENN. 
¢ MINERAL RIDGE, OHIO ¢ OREGON CITY, ORE. « 
PHILADELPHIA, PA. ¢ REIDSVILLE, N. C. 





A GLOBE- 
BUILT BATTERY TO 
MEET YOUR NEEDS 


Whatever your battery require- 
“i ments — basic Globe sizes and 
offer you a wide choice to meet any application. In ad- 
dition , special models are made to meet special n 
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trade nome Globe 
custom-built for mass Spinning Power and o host 
distribution under the of leading private brands 


Milwaukee 1, Wisconsin 


If it’s petroleum powered, there is a Globe- 
built battery — right, from the start. 
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TIRE AND TUBE MERCHANDISING was handled by a panel consisting of, left to 
right: Charles A. Eaves, Jr., Mansfield Tire & Rubber Co.; M. S. Marsh, Standard 
of Ohio; C. W. Henking, Pure Oil Co.; and William Sewell, B. F. Goodrich Co. 


line. Dealers who watch adjustments 
are able to come out ahead on the 
extra discount plus the scrap value of 
the old batteries, he concluded. 

Stations Need Chargers—Only 10 
of 30 service stations visited by H. 
S. Dahleen, Franklin Transformer 
Co., had trickle chargers connected, 
although 26 of the stations owned 
trickle chargers. About half of all 
batteries sold as new are less than 
60% charged when installed, he said. 
He mentioned an offer by one oil 
marketing company of a trickle 
charger at low cost to dealers order- 
ing a stock of batteries. 


Adjustments—Dealers who make 
unfounded battery adjustment claims 
are usually repeat offeriders, said Mr. 
Dahleen, and are easily spotted. As 
@ preventive he suggested that oil 
company salesmen visit service sta- 
tions during the hot months and take 
hydrometer readings on all batteries 
in the dealer’s stock. There are still 
many dealers as well as some oil 
company salesmen who do not yet 
know that stock batteries need re- 
charging, he observed. 

He also suggested that TBA man- 
agers send a brief bulletin to deal- 
ers at the start of the summer sea- 
son explaining that stock batteries 
can be recharged every 30 days and 
will be as good as new for periods as 
long as six months. Even a quick 
charge of stock batteries at the start 
of the hot season, while by no means 
the best method, would be better 
than no charging at all, he added. 


Battery Sales Volume—Forecasts 
of replacement battery volume for 
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the year range from 23,000,000 to 
27,000,000, declared A. A. Feldman, 
Prest-O-Lite Battery Co. Regard- 
less of who is right it is still a very 
good business, he said, and is 73% 
larger than it was in 1940. With 
service stations selling 44% of the 
volume, he pointed out that oil mar- 
keters are far from getting their 
battery line into 100% of the sta- 
tions handling their gasoline. 


Check Battery Testing—A good 
question for dealers to ask of all 
car owners is: “How long since your 
battery was tested?” The owner 
will seldom know, but the query will 
make him conscious of the need for 
occasional testing, said Mr. Feldman. 
He suggested that station men be 
given a small booklet telling in sim- 
ple, plain words how to test a bat- 
tery and how to detect when a bat- 
tery has reached the end of its life. 
In addition, station operators should 
carry with them a pocket code date 
chart so that they can make a 
prompt check of the age of every 
battery, he added. 


What TBA to Carry—What acces- 
sories to carry at any particular 
service station should be decided by 
the dealer from a study of customer 
preferences, the physical layout of 
his station, and the trend of general 
trade conditions in his community, 
said George C. Pfahler, The Texas 
Co,, Indianapolis. If the stock is 
right the dealer is on the way to a 
profit, he said. 


Balanced Inventory—TBA inven- 
tory sheets with suggestions for a 
balanced service station TBA stock 


are a helpful guide to dealers, said 
Homer R. Hays, Ashland Oil & Refir® 
ing Co. Getting the station inven- 
tory loaded up with slow movers has 
a most discouraging effect on dealers, 
he said. 


Among other things, when an oil 
company salesman calls on a dealer 
who happens to be busy it is easy 
for the salesman to use the inven- 
tory sheets to make a check of the 
dealer’s stock for him, observed Mr. 
Hays. He said that Ashland could 
report good success in bringing TBA 
stocks down to their lowest levels 
between 1951 and 1952. 


Demonstrating TBA—More use of 
the demonstration process to sell ac- 
cessories was advocated by Monty 
Hunt, of Walker Manufacturing Co. 
This includes taking out spark plugs 
to let the customer see their condi- 
tion; showing the effects of car wax 
and polish; lettirg the customer feel 
a spongy radiator hose, and so on. 
Special incentive plans on acces- 
sories for service station crews, seem 
like old stuff, he said, but are always 
sound practice. 


Tips on Boosting Sales—Two sug- 
gestions were offered to oil market- 
ers by Sumner Howard, AC Spark 
Plug Div. of General Motors. First, 
plan to get the best use out of a 
supplier’s field sales force; second, 
shoot for a better tie-in with a sup- 
plier’s national advertising. 


On the first point, Mr. Howard 
pointed out that most TBA manu- 
facturers, in addition to supplying 
merchandise to oil companies, also 
distribute through some other chan- 
nels. “This means that these sup- 
pliers, of necessity, must maintain 
their own field sales representatives 
which oftentimes represent some 
very sizable manpower. 


“These men are selected, screened, 
trained and experienced in their re- 
spective products, and the assistance 
of this field personnel is available 
to you. However, the approach to 
utilization of this assistance by you 
should not be on the basis of a sign 
reading “salesmen available — free” 
but rather it calls for considered and 
integrated plans. 

“This can be built up into mutually 
satisfactory sales efforts, educational 
to your own sales folks, as well as 
informative to your supplier’s per- 
sonnel through their learning how 
distribution flows. I think this topic, 
because of its advantages to you, 
warrants your corsideration and dis- 
cussion with your suppliers, so that 
its full value may be enjoyed.” 


Fitting Ads Into Promotion—In 
connection with hig second sugges- 
tion, Mr. Howard said: “Another ad- 
vantage available to you is the more 
or less standard procedure in which 
your supplier has programmed field 
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Conforms to standards ... 
suitable for all pumps 


Delco, in the interests of standardization 
in the gas pump field, has developed a 
- standard motor of exceptional depend- 
ability, particularly suitable for all service 
station pumps. . 


The Delco motor is 1/3 h.p., single phase, 
designed and constructed to withstand the 
rigorous conditions encountered in gas 
pump operation in all climates at all 
seasons. It conforms to Delco’s own high 
standards of precision manufacture and 
dependable service. Any of the Delco 
offices listed below will gladly supply 
complete details. 


~ 


: 


The best running mate your product can -have ~p 






DELCO 
PRODUCTS 


Division of General Motors Corporation 
Dayton, Ohio 


SALES OFFICES: 
ATLANTA —s- CINCINNATI «(DALLAS HARTFORD ST. LOUIS 
CHICAGO CLEVELAND DETROIT PHILADELPHIA SAN FRANCISCO 
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TBA WIND-UP—Some friendly farewells being exchanged among these TBA specialists just prior to the last session of the TBA 


conference at Louisville. 


Left to right: 


R. H. Maddox, Cities Service Oil Co., Kansas City; Robert S. Byall, Dil) Manufactur- 


ing Co., Cleveland; Henry H. Graf, Ashland Oil & Refining Co., Ashland, Ky.; Ralph Shrader, Mac’s Super Gloss Co., Los An- 


geles; 


promotional campaigns at certain pe- 
riods during the year, and is under- 
writing some rather sizable national 
advertising in its support. By ad- 
vance information from your sup- 
plier, you can oftentimes fit the same 
promotion into your own plans, take 
advantuge of its impetus, and of the 
public acceptance created. 

“Actually this makes each of your 
outlets ‘rational advertisers,’ riding 
along on the same _ promotional 
theme at the same time. Usually 
the point-of-purchase advertising sup- 
porting these campaigns is of a 
temporary, expendable nature and 
does not abrogate your established 
pclicies on so-called permanent show- 
ings. 

“All of which quickly summarizes 
into these two thought-starters: 

1. Make plans to discuss and take 
advantage of your suppliers’ estab- 
lished field personnel. 

2. Utilize your suppliers’ national 
advertising efforts, which are pat- 
terned for assistance to you and your 
outlets.” 

Making Films Pay—Some sugges- 
tions on how to make films pay 
double were offered by Don Gates, 
merchandising manager for the 
Goodrich Associated Lines Division. 
Once the film has built up some en- 
thusiasm among dealers and they 
have been inspired to try out some of 
the sales ideas, he said, then is the 
time to work hard on the follow up 
to keep them steamed up. 

An example of a follow-up scheme 
was described by Mr. Gates. After 
a showing of one of his films under 
the title of “The Sound of the Bells” 
salesmen who called on dealers start- 
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ed a conversation by asking: “Heard 
any bells ringing lately?” 


In another instance a replica of a _ 


pump, with a bell attached, was put 
in the mail, timed to reach service 
staticns the morning following the 
showing of the film. 

There are a number of ways in 
which mailing piece reminders can 
be used, Mr. Gates said. Repeat 
showings also get extra value from 
a film. They are effective because 
people who have seen a film get 
something more out of it the second 
time, and even after the third and 
fourth time. Then there is enough 
labor turnover so that there are al- 
ways new people who have not seen 
the film the first time around a ter- 
ritory. 

It is wise to have some kind of 
a “handle” or “gimmick” similar to 
the bell angle in every film, said Mr. 
Gates. It can be used in countless 
ways in advance promotion as well 
as in follow up. 

Other things to watch are these: 

A movie should be pinpointed for 
a particular audience. ‘Write a pre- 
scription for one patient, rather than 
one to cure the whole community,” 
said Mr. Gates. 

There should be a good basic story 
or plot, and it is wise to work on 
basic merchandising themes, which 
aro timeless. Otherwise the film 
may be dated and can be used only 
for a short period. 

It is better to avoid “hard selling” 
in a movie. A sugar coatirg of hu- 
mor on the sales pitch lets the audi- 
ence go away happy. 

In arranging for showings a com- 
plete meeting guide booklet should 


Fletcher M. Rider, Lion Oil Co., El Dorado, Ark. 


be sent out in advance. It should 
contain samples of promotion pieces, 
it should describe the kind of room in 
which the meeting should be held, 
tell how to operate the projection 
machine, and give some ideas for a 
talk to follow and tie-in with the 
film. 

Advance Promotion—Typica! ad- 
vance promotion described by Mr. 
Gates consisted of a jumbo mailing 
card two weeks ahead of the showing; 
a self-mailer three days later; a letter 
of invitation three days after that. 
But mail promotion is not enough to 
bring in the maximum number of 
dealers, he said. It takes personal 
work by salesmen, especially a double 
check during the final 24 hours. And 
the cost of beer and sandwiches is 
well worth while, he said, because it 
brings more people and gets a big- 
ger return out of the investment. 

Don’t forget to preview your own 
salesmen, said Mr. Gates. Make an 
elaborate project out of the preview 
so as to build up the importance of 
the film in their minds. Don’t get 
caught without the answers to ques- 
tions which are sure to be asked. 
Make a list of probable questions, 
and write down the arswers. 

Finally there should be a handout 
folder with a summary of the points 
made in the film to give to each 
dealer who attends a meeting, said 
Mr. Gates. And make up a report 
card form so that some kind of a 
report can be sent in to the home 
office on each meeting. 

A talk on service station display 
problems by J. R. Flannery, of Flan- 
nery and Associates, will appear in a 
later issue. 
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It’s Norwalk’s 
Sales Winning Guarantee 


Here’s the guarantee that wins sales by winning 


customers’ confidence. It’s bold. Straightforward. Explicit. 





ae ; : to teem : 
Tells and sells your customers in no uncertain terms. What Other Line 


Cffors All These Features? 


z A great tire backed @ great 
guarantees each tire for 18 months — no matter how many ocean nated 


And it’s this simple; Norwalk unconditionally 


miles it’s driven. For example, a Norwalk tire damaged 2, 5520 road-holding safety sipes 
and gripping edges for greator 
protection on good roads and bad. 


Precision balance. 


in the first month is automatically replaced with a 


new tire for only 1/18th the original cost. That's right, 


3. 

replaced . . . Norwalk’s guarantee has no gimmicks . . . no 4. A guarantee that’s tops in the 
® oe * 99 1 industry. 

annoying “repair” loopholes. Just turn over the new 
: ? 5, A complete line of passenger and 
tire to your customer immediately! * truck tires, all sizes. 

6. Powerful local and national ad- 

Here’s a great guarantee, a great tire .. . a grcat selling ee eee poeemnen. 

combination for you! Like more details? Write today, os oo 


makes sure you keep them. 


we'll send them promptly. The Armstreng-Norwalk 
Rubber Corporation, Norwalk, Conn. 
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TBA Displays That SELL 


The following brief discussion 
of the theory and practice of mer- 
chandise display at service sta- 
tions, is condensed from a talk 
before the Midwest Oil Industry 
TBA Conference at Louisville, 
May 15-16, 


By TOM CUNNINGHAM 
TBA Manager, Aetna Oil Co., 
Louisville, Ky. 


Display helps create the desire to 
own or to receive the benefits of what- 
ever is being displayed and helps the 
customer reach a decision as to what 
he or she will do about it. It helps 
the salesman make the sale, in fact 
in some cases, like your neighborhood 
super market, the display does all of 
the selling. 

The saying “Merchandise — Well 
Displayed — Is Half Sold” is quite 
true. In fact, the creator of that 
saying was a piker. I think we would 
all agree that 75% or 95% would be 
nearer right than half sold. 

All of us complain, TBA men and 
suppliers both, that our service sta- 
tion people don’t do enough selling, 
that they don’t ask people to buy, 
that try as we might the job of train- 
ing these people to sell is almost im- 
possible. But, every industry has the 
same complaint even when the people 
are hired as, and get paid for, being 
salespeople. 

When was the last time any of you 








SPARK PLUGS are small and compact 
but Aetna dealers are advised to give 
them the display their volume deserves 
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had somebody sell you anything, any 
where? I’m sure you had made up 
your mind to buy before the sales 
person even approached you, 

All of our companies do a fine job 
of advertising to get consumers into 
our service stations. This advertising 
then, has created the “traffic’—the 
flow of consumers through our sta- 
tions. We don’t have to do any more 
advertising to get people into our sta- 
tions. We just need to sell more TBA 
to those who do come in. 


Our problem then is not advertising, 
but display so as to take advantage 
of this flow of traffic to create more 
TBA sales—to bridge the gap between 
the customer and the cash register. 
The greatest merchandisers in the 
business—the chain stores and de- 
partment stores—those places where 
you sell yourself—don’t expect their 
department heads to be display people 
and they don’t try to train as such. 

How then do they manage to do 
such a wonderful job of display? 

Pre-Designed Display—These great 
merchandisers simply blueprint their 
display setups so any 12-year-old kid 
could follow the directions and come 
up with an effective display! They 
hire trained display men to create 
the displays, they supply all the nec- 
essary equipment, diagrams and in- 
structions and have their depart- 
ment heads assemble them according 
to the directions. 

I am afraid most of us have been 
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OIL FILTERS are big business and rate 
special display attention in Aetna Oil 
service stations 

























ISLAND FIXTURES for Aetna Oil ser- 

vice stations hold related groups of TBA 

merchandise, displayed in the manner 
outlined in Mr. Cunningham’s talk ; 


providing the “shelving,” the mer- 
chandise and a lot of paper to paste 
on the windows and have left the rest 
up to the operator. 


Three Display Areas — In every 
service station there are three display 
areas: the display room, the driveway 
and the service bays. Some items 





TIRE DEPARTMENT in a typical Aetna 
Oil service station*concentrates the mer- 
chandise and selling aids in one spot 
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may be displayed in all three areas, 
some in two and some in just one, 

Every square foot of floor, driveway 
and wall space has a definite display 
value although every square foot is 
not available for display purposes. So 
before we start allocating space we 
must make a chart of the space avail- 
able for displaying TBA and evaluate 
every square foot that is available. 

How do you evaluate display space? 

That’s easy. This is where “com- 
mon sense” comes in. 

Picture the back wall of the display 
room for instance. It is 18 ft. long 
and 10 ft. high. 

Wouldn’t you say a horizontal strip 
about three feet wide at about eye 
level would be the most valuable 
area? Wouldn’t you say that a one- 
foot strip above and a one-foot strip 
below this three-foot strip would be 
the next most valuable? And any 
area above or below these strips would 
be the least valuable? 

Then working vertically wouldn’t 
you say about four or five foot strips 
immediately in front of the entrance 
door, the area the customer would 
be most likely to see first, would be 
the most valuable position on each of 
the horizontal strips? And as you get 
further and further away from the 
area the value would decrease? Of 
course you would—that’s just common 
sense! 


Traffic Paths—When it comes to 
floor space the areas adjoining the 
“traffic aisles” which are the path- 
ways most frequently traversed by 
customers would naturally be the 
most valuable. These traffic aisles 
will vary from station to station de- 
pending on the location of the traffic- 
producing items: the cash register, 
restrooms, the telephone, coke ma- 
chine, etc. 

We must consider the placement 
of our traffic producing items so they 
draw the most traffic past or to the 
items we want most to sell. Perhaps 
the biggest mistake most dealers as 
well as oil companies make is to 
place these traffic-producing items 
where they are most “convenient” or 
more “discreet” resulting in drawing 
prospective customers away from the 
products you would like to sell. 

So let’s lay out the display room 
floor space in the same manner we 
laid out the back wall evaluating each 
square foot of the available display 
space—after marking off the traffic 
aisles. Remember that floor space 
has selling value! Having a “dance 
floor’ in the middle of the display 
room will not pay off in sales! The 
driveway and service bay display 
space should be evaluated in the same 
fashion. 

Now let’s see what we have done. 
We have the merchandise, we have 
the space, and we know the value of 
each square foot of available display 





Next comes the question — what 
merchandise gets what space? 

The same study of the potentials of 
the merchandise we used for deter- 
mining the inventory will reveal what 
products deserve the most and the 
best display space. 

Tires, because of their large size 
and shape actually need as much 
space as the line deserves. Besides 
there are more variables that influ- 
ence the customer’s decision which 
must be covered in a tire display than 
on any other line of products. 


Spark plugs on the other hand, be- 
cause of their small size, actually de- 
serve and need more space than an 
average service station stock occu- 
pies on a shelf, All too frequently 
this is all the space it gets. 

So what we have to do is to take 
each line one by one, starting with the 
line with the greatest profit and vol- 
ume potential, and allot the display 
space to each line on the basis of 
what it deserves, tempered by what 
it needs. 

To find what it needs we must first 
determine what we want each display 
to do. 


The Job of a Display—We want it 
to replace the salesman, to do all the 
selling and answer all the questions 
the customer might have that would 


influence his decision. Nothing should 
be left up to the dealer, or his at- 
tendants, except to give the customer 
what he wants and take his money. 

You know the questions you want 
answered before you would buy any 
item from anyone. We must answer 
them all in our display—someway, 
somehow. Leave one important ques- 
tion unanswered and we chance hav- 
ing an inexperienced attendant or even 
the dealer flubbing the sale. 

Show Items for Sale—First we must 
show the customer what we have to 
sell—put it out where he can see it, 
pick it up, feel it or play with it. If 
it comes in different colors or designs, 
show him what colors or designs we 
have. If it comes in different price 
ranges, show him the differences in 
the products that makes the difference 
in prices. If we have his size, we 
must tell him so. By all means we 
must tell him what it will cost him. 

Then, after we have determined 
what questions we are going to need 
to answer, we must design the fixture 
and the component parts of our dis- 
play so the questions will all be an- 
swered, and so the finished unit will 
present the story in a simple and or- 
derly fashion. 

Where to Place Display—tin design- 
ing our display fixture or unit we 
must take into consideration where 
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the unit is to be placed in the display 
area—on the wall—on the floor—on a 
table, etc. Since we don’t have the 
same type of space available in all 
stations it will be well to design alter- 
nate fixtures or units to take care of 
these variables. 

When we have designed all the in- 
dividual fixturés and units needed to 
do the best display job on all lines 
and products, we can assemble them 
into a group or groups that will have 
a@ pleasing over-all appearance. We 
will find a number of adjustments of 
arrangements, colors and signs will be 
necessary to achieve this balance. I 
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casting of WARREN Clearance 
Lights firmly together — pressure- 
sealed bubble-tight!— without 
screws, clips, washers, springs, etc. 
Remove lens in one second — with 
screwdriver —replace merely by 
pushing lens back into body. ALL 
WARREN Sofety lights meet or ex- 
ceed S.A.E. recommended proced- 
wre, 1.C.C. and State requirements, 


would like to point out right here— 
how you suppliers fit into this picture. 

Knowing the potential volume and 
profit of each of your lines you can 
very easily figure out how much dis- 
play space and what space your lines 
are entitled to in a service station 
display arrangement, You may have 
to fight to get it—but who can argue 
with facts? 

Share Display Cost—After you have 
been “awarded” space I’m sure your 
assistance in developing the fixtures 
and the component parts of the dis- 
play unit will be appreciated. A 
“share the cost” proposition would go 
a long way toward see!ng that your 
procucts are well displayed in all 
service stations. 

Displaying Spark Plugs—Our sup- 
plier of spark plugs has been co-oper- 
ating with me in the development of a 
practical and effective disp'ay for 
spark plugs in our stations. It is 3 
ft. long, 10 in. high and 8 in. deep 
so it will fit on any existing shelving 
in any station. It displays 100 plugs 
—the smallest station’s entire stock— 
yet provides additional storage space 
for larger stocks. It makes the small- 
est station look just as much in the 
spark plug business as the largest 
station. 

But, 


most important, it answers 
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questions, It helps the customer sell 
himself. A chart shows him what 
number his car takes. It gives him 
the prices per set of 4, 6, 8 and the 
indivicual plug. It suggests he buy 
a matched set. 

There are samples of each number 
so that he can examine the plug that 
fits his car. He can also check to see 
if they are in stock. 

If he hacn’t used this brand before 
there is a cut-away plug and a de- 
scription of what makes this plug 
better. 

There is the heat-range story that 
is so important to good performance— 
that he has probably never heard be- 
fore. Do you see what I mean by an- 
swering questions? 

We think we are off to a good start. 

We have designed our fixtures, an- 
swered all the questions; and we have 
made the over-a!l setup pleas'ng to 
the eye. We've beaten our brains 
out making sure everything is in the 
right place, everything fits—it looks 
beautiful. It looks like our job is 
finished. 


Displays Must Not Get ‘Old’—It 
would be too, if our customers visited 
our stations only once in a great while. 
But they come into our stations 92 
times a year or more, as we all know, 
and these displays we worked so hard 
to develop become “old stuff” in short 
orde:. 

So we have to provice for changes 
in atmosphere—seasonal chanres, hol- 
idays, special sales. We must keep 
the atmosphere “stimu!ating” to keep 
the customer in a buying mood. And 
that means making provis:ons for 
changing cards, posters and signs. 
They can’t ever be permanent. It 
means shifting some seaconal items 
to better display space during their 
peak season and replacing them with 
other merchandise in the off seasons. 

It is a never ending, ever changing 
job! 

Have I gotten you confused? 

I just wanted to show you what we 
have been expecting our cea‘ers to fig- 
ure out for themselves when we pro- 
vided only the shelving, the products 
and a lot of paper. 

I wanted you to see it is no job for 
a busy service station operator who 
has neither the time, the figures, nor 
the facilities to be even a little “sci- 
entific” about displaying TBA prod- 
ucts. I wanted you to sell yourselves 
on the need for an organized display 
program that will help the service sta- 
tions se!l more TBA. 

I suggest that every oil company 
should have a disp’ay Cepartment, not 
for just TBA but for all products and 
services handled by their service sta- 
tions. Service station business is big 
business and their disp'ays should be 
handled like big business. 

It is no job for an “amateur’—it is 
a job for a specialist. 
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“We ‘ring up’ tire sales 
through Schrader 
Certified Air Service” 
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This is what Raymond G. Ziegler, partner in 
Flint Hill Service Station, Indianola & South Aves., Youngstown, Ohio, says: 





“We remind all our customers of the importance of proper tire infla- 
tion. Certified Air Service with accurate Schrader Gauges and Airline 
Equipment keeps ’em coming back ... helps sell tires and all our 
services and accessories!” 

You, too, can get profitable results from Certified Air Service. Four 
simple steps in Manual A-200 show you how. Write for your copy 
today. Check your airline equipment. For the most efficient and reli- 
able service during this busy season, order Schrader Airline Fittings 
from your supplier today! 


A. SCHRADER’S SON 
Division of Scovill Manufacturing Company, Incorporated 
470 Vanderbilt Avenue, Brooklyn 38, N. Y. 
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There's No 
Business 
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Business 


Talk about star 
performance! Dealers 
everywhere are getting 
the extra year ‘round profits 
from CAPITOL snow and mud 
tires. Write for full details. 


The Nation’s Largest 
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Serving The Nation's 
Largest Volume Buyers 
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TBA TOPICS 





The affinity be- 
tween lubrication 
and TBA is so well known that it 
will be no surprise to TBA men to 
learn that a meeting of the Lubrica- 
tion Committee of the American Pe- 
troleum Institute last month pro- 
duced something useful to TBA mer- 
chandisers. 


A Chrysler engineer, Charles M. 
Heinen, appeared on the Lube Com- 
mittee program and discussed the re- 
sults of some of their tests on oil 
filter efficiency, brake fluid boiling 
points, and characteristics of gear lu- 
bricants. Lest some TBA men miss 
the value of this report, they are 
urged to turn to the lubrication sec- 
tion of this issue, where Mr. Heinen’s 
comments, as well as the charts of 
his tests, are reproduced on p. 47. 


On the subject of oil filters, the 
general conclusion to be drawn from 
Mr. Heinen’s talk to the effect that 
higher horsepower in the engine calls 
for a filter change at 5,000 miles, is 
backed up with some impressive 
proof. Both the comments and the 
charts are worth being quoted at 
length in oil company dealer bulle- 
tins and house organs. 


In particular, dealer attention 
should be called to the observation 
by Mr. Heinen that it is no favor to 
the motorist to allow him to believe 
that he has the advantage of a filter, 
when in fact the filter is no longer 
doing anything for him. That strikes 
home. It describes exactly a situa- 
tion which many service station op- 
erators allow to exist, either through 
ignorance or indifference. 


Perhaps ignorance is not the pre- 
cise term to describe the attitude of 
some dealers, They are aware of 
the recommendations so widely cir- 
culated for a filter cartridge change 
at 5,000 miles. But they think it is 
silly to start worrying about the oil 
filter as early as 5,000 miles. 


It was only a few years ago that 
10,000 miles was considered to be 
time enough to change a filter cart- 
ridge. These same dealers didn’t be- 
lieve that either. Just what they do 
believe is the right time to put in a 
new filter cartridge nobody knows. 
But the result is that thousands of 
deluded car owners who are driving 
around with blocked filters, are under 
the assumption that their engine oil 
is being filtered, just because there 
is a filter on the car. 


Engineering Facts Can Help TBA Men 
Push Oil Filter Cartridge Replacement 


By Frank C. Sturtevant, TBA Editor 


Then there are always with us the 
Cealers who are indifferent. They 
have sold themselves on the idea that 
they are too busy to check filters. 
Let the owner look out for himself. 
If his filter quits working, he’ll never 
know the difference. If his car wears 
out—-so what?—let him buy a new 
one. 

Both of these dealers are the kind 
we have to convert. They need a 
good argument that will at least con- 
vince them in their own minds that 
the modern engine needs, and de- 
serves, at all times a good oil filter. 
The argument must have in it ele- 
ments they can translate into a story 
they can tell the customer to justify 
more frequent change of filter cart- 
ridges. 

And somebody ought to get tough 
with them and tell them they can 
better justify a claim to more gaso- 
line margin only after they have dili- 
gently gone after all the profit dol- 
lars, like those in filters, which are 
readily available from present gaso- 
line customers at any station. 


* * * 


The matter of poor brake fluid 
presents a different problem, and one 
on which a number of oil marketers 
have acted in recent months. Thev 
are aware, as Mr. Heinen points out, 
that higher horsepower in the engine 
puts a new and bigger load on the 
brakes. And that the presence of 
low-boiling brake fluids on the mar- 
ket become doubly dangerous. 


It is reassuring to learn from Mr. 
Heinen’s tests that all brake fluids 
sold by oil companies have high boil- 
ing points. Oil marketers can make 
the most of this testimonial in pro- 
moting their own product to their 
dealers. In doing so they can also 
cry a’ warning against all low boil- 
ing point brake fluids. 


No oil marketer, major company 
or jobber, expects to sell all of his 
TBA line to all of his dealers. That 
day will never come. The next best 
thing is to educate those dealers who 
buy brake fluid from whoever ped- 
dles it, to look for some guarantee 
of safe boiling point. If it is below 
230 deg. F. for moderate service, or 
300 deg. F. for heavy duty service, 
it is no good. 


Dealers are much like the run-of- 
mine human beings. They are prone 
to buy on faith any chemical com- 
pound where nothing is visible but 
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Canadian TBA Meeting 


Marketing executives from o1] 
companies and TBA suppliers 
gathered last week in Toronto, 
Ont., for the annual merchandis- 
ing conference of the Canadian 
Oil Industry TBA Group. 

What they said and did is told 
in a story beginning on page 45. 











the package, and where there is no 
convenient way to try out the mix- 
ture. This tendency is a standing in- 
vitation for shady manufacturers, 
who can do business with a minimum 
of plant investment, to go into the 
automotive chemical field. Brake 
fluid is only one of the classes in 
which fakes abound. 

The disastrous after-effects of the 
use of poor brake fluid can be so 
fatal that oil marketers would be 
well justified in spreading the word 
among their dealers. 


National TBA Meeting Set 


Dates for the national TBA con- 
vention have been set for Dec. 7 and 
8, at the Chase, Park Plaza and For- 
est Park hotels in St. Louis. A. D. 
Oetjen, Standard of Indiana, national 
secretary of the Oil Industry TBA 
Group says that the committee would 
prefer to have registrations far in 
advance, regardlers of possible dupli- 
cations later on. 

Registrations can be made only to 
Mr. Roy Maddux, P.O. Box 5839, Kan- 
sas City 11, Mo. Registration fee is 
$20.00. ($5.00 additional for wives.) 
All requests for hotel space should 
rpecify the names of individuals who 
will attend, date, and time of arrival 
—that is, whether “early” or “late.” 


More Sales to Tourists 


Whatever the trend of general busi- 
ness, the American Automobile Assn., 
in its annua] forecast issued on May 
21, predicts that automobile vacation 
travel will be up about 10% this year 
over last year. That’s the best pos- 
sible kind of news for TBA ¢epecialists, 
because it means a healthy demand 
for all kinds of TBA products. 

The motorist at home may run up 
a good mileage on his car, but while 
he is home he is more inclined to 
neglect needed TBA replacements un- 
til the last minute—and often beyond. 
But the touring car owner wants no 
part of tire; battery or accessory 
failure when far from home. He is by 
far the most conscious of his TBA 
needs before, during and immediately 
after a trip. 


Tire Sales Channels Studied 


Oil TBA men, who are always in- 
terested in the proportion of the total 
tire replacement business done 
through service stations probably 
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would disagree sharply with J. Earl 
Stowe, president of the National Assn. 
of Independent Tire Dealers. In a re- 
cent press conference in Los Angeles 
he came up with the claim that only 
25% of replacement tires are sold 
through petroleum channels, as com- 
pared with 50% sold by independent 
tire dealers. 

This estimate, if it is seriously in- 
tended as an estimate, should be com- 
pared with others reported in Na- 
TIONAL PETROLEUM NEws, April 1, p. 
86, which place the service station 
‘hare of the tire market at 28%, 
39% and 43%. 

Mr. Stowe allots 10% of the tire 
volume to tire company. stores; an- 
other 10% through chain <tore out- 


Mixes perfectly with all original 
equipment and other standard 
brand fluids! 


Will not freeze at temperatures 
as low as 70°F. below zero! 
3 Flare will not corrode brake parts 


or swell rubber cups—it's harm- 
less to use! 


Uniform quality is assured by 
close laboratory supervision! 


Flare performance is backed by 
} Gj twenty years manufacturing ex- 
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lets; and 5% through miscellaneous 
distribution, including department 
stores. 


Manages Du Pont Antifreeze 


Richard D. Scheer is the new man- 
ager of Du Pont’s antifreeze section, 
where he has been arsistant manager 
since 1951. He succeeds Forest C. 
Noble who has been promoted to as- 
sistant director of sales of the Poly- 
chemicals Department. New assistant 
manager of the antifreeze section is 
Albert A. Pavlic, who moves over 
from the Polychemicals Department. 
Other Du Pont antifreeze shifts put 
W. D. Bowersox in charge of sales at 
Denver and David S. Reinhardt as 
assistant manager at New York. 





If you are interested in 
your own private brand 
of chemicals, we will be 
glad to discuss it with you. 
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DON’T MISS T.B.A. PROFITS 
CLEAN UP WITH WIX! 


This baker’s got all his eggs in one basket, and so have you 
when you sell only gas and oil. WIX Oil Filters and Cartridges 
are sales-active, profit-making T.B.A. items. They’re a double 
profit opportunity for you because they go with gas and oil 
sales as naturally as icing with cake. 


WIX Engineered Filtration means PLUS T.B.A. PROFITS 
for you. WIX offers you the complete Line of Oil Filters and 


mids profits for you . . . the WIX SS-24 Cartridges . . . gives your customers superior filtration with 
pane aD ence a —— WIXITE, the unique Resilient Density filtrant that keeps oil 
in on WIX Engineered Filtration and WIX cleaner for far longer periods, yew DOES NOT REMOVE 
Engineered Selling! ADDITIVES FROM HEAVY DUTY OILS. For a complete 

Filter Department at your pumps, ask your Jobber about WIX 


today! 








OIL FILTERS CARTRIDGES 


‘WIX CORPORATION . GASTONIA, N. C. 


ba 1M CANADA: WIX ACCESSORIES CORP., LTD., TORONTO, ONTARIO 
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Kellogg Names TBA Manager 


One of the 
country’s big oil 
jobbers, Kellogg 
Petroleum Prod- 
ucts, Inc., Buf- 
falo, N. Y., has a 
new TBA man- 
ager. He is Har- 
old J. Fogel, for- 
merly with Ter- 
minal Petroleum 
Corp., a recently 
acquired Kellogg 
subsidiary. Both 
concerns distrib- 
ute Tide Water products in the Buf- 
falo-Niagara Falls area, at the rate 
of 40,000,000 gals. a year, through 
129 service stations and 6,000 fuel 
ol accounts, doing a dollar volume 
of $6,000,000. 

The TBA lines for the two com- 
panies are Federal and Armstrong 
tires; Prest-O-Lite batteries; Auto- 
Lite cpark plugs, wires and cables; 
Purolator oil filters; and DuPont 
Zerone and Zerex. Kellogg Mann is 
precident of both companies, while 
Charles Thomas is vice president and 
general sales manager. 





U. S. Rubber Expands 


The United States Rubber Co. has 
opened a new distributing branch in 
Charlotte, N. C. The new building has 
45,000 sq. ft. of space. 


Union Carbide Promotes Daley 


New manager of Union Carbide’s 
Consumer Products division is R. E. 
Daley. He was formerly assistant sales 
manager of the firm’s Industrial 
Chemicals division, and before that 
filled several district manager posts. 


Premium Tires Added 


Tide Water Associated Oil Co. is 
adding a Safti-Ride premium tire to 
its Federal tire line. It is a white 
sidewall tire with a black buffer rib 
to protect the sides from scuffing. 
At the same time a puncture sealing 
tube has also been added to the line, 
called the Federal Safti-Seal tube. It 
is covered by a double warranty: a 
manufacturer’s guarantee against de- 
fects; and the Federal road hazard 
warranty which is in effect for two 
years from date of purchase. 


Pressure Cooling System Guide 


It seems that pressurized cooling 
systems are with us to stay. New as 
they are, all the car makers now 
use them. That means service station 
men will have to be educated on the 
new type radiator caps. It will be an 
oil company job to circulate informa- 
tion on how the pressure caps op- 
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erate, how to inspect them, and how 
to install them. 

A handy guide to pressure cooling 
systems is a booklet put out by Stant 
Manufacturing Co., Inc., Connersville, 
Ind., maker of the Stant line of radi- 
ator and gas tank caps. The booklet 
explains why precsure systems make 
it possible to get more cooling ef- 
ficlency with smaller radiators, High- 
er engine power today calls for better 
cooling. Several styles of pressure 
caps are shown in diagram form, so 
that the functions of the springs and 
weights can be clearly understood. 
How to check caps for damage is 
covered in a set of instructions, as 
well as safe ways to remove caps 
from overheated cars. 


Packaged Budget Plan 


Goodyear is offering to service sta- 
tions who want to sell their tires on 
the budget plan, a complete budget 
department assembled in a file box 
4-in. x 13-in. x 10-in. It has credit 
application forms, instruction on how 
to get credit information, necessary 
contracts, customer payment records, 
and collection follow-up forms. It also 
includes copies of a booklet called 
Sellers Digest which is a guide on 
how to sell on the budget plan. Cost 
to dealers is $4.25. 


CTIFIGrl: 


Antifreeze Re-Use Hit 

The statement that 40% of car 
owners re-use lact year’s antifreeze 
is contained in some trade advertis- 
ing now appearing for U. 8. Indus- 
trial Chemicals Co. Copy, which is 
directed to dealers, talks about spe- 
cial inhibitors and mentions that con- 
sumer advertising to be done by the 
company helps dealers by emphasiz- 
ing corrosion dangers in the practice 
of re-using old antifreeze. 


Special Oil Can for Outboards 


Because outboard motor oil has to 
be mixed with the fuel, Texaco is 
now putting out its outboard oil in 
a special pint bottle with a meacur- 
ing guide lettered on the side. The 
guide marks off the contents of the 
bottle by ounces and fractions of a 
pint. 


New Tubeless Tire on Market 


Goodrich’s new, low-price tubeless 
tire, called the “Safetyliner,” was in- 
troduced this spring in the Houston 
area. A patented inner liner of rub- 
ber retains air and takes the place 
of the inner tubes. Goodrich calls at- 
tention to the fact that the original, 
puncture-sealing version of the tube- 
less tire, first introduced in 1948, is 
still in the line. 
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and mounting 
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Guardian Light Company 


Dak Pork, | 
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BLOW OUT wells with compressed air before re- 
moving spark plugs 





SPARK PLUG replacement guide is in the form of a slide 
rule. Reverse side shows how plugs look when operating too 
hot, too cold, and normal 





The Right Way 
To Service Plugs 





CLEAN OR REPLACE plugs that show excessive 
electrode wear, cracked insulator tops or tips 











3 RE-GAP each plug with a wire gauge according to 4 CLEAN the seats in spark plug wells. Tight seating 
specifications. Bend side electrode only is necessary for heat transfer and a gas-tight seal 
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WRENCH SIZE should be just right for the plug. 
Tighten until the gasket compresses. Where a torque 
wrench is used, follow specifications 


SERVICING OF SPARK PLUGS is not complicated. There 
are a few simple rules to follow in doing a good job. 
Told here in pictures are recommendations of Electric 
Auto-Lite Co. engineers. 

Cleaning of plugs should occur at 3,000 to 5,000 mile 
intervals for today’s high compression engines. Auto- 
Lite does not recommend the use of so-called testers, be- 
cause resistor type plugs in particular show a weak 


WIPE INSULATORS after plugs are in place, using 
6 a clean cloth saturated in a suitable solvent. Connec: 
wires and check for engine smoothness. Use vacuum 

gauge if available 


spark in such testers due to the resistor, which elimi- 
nates most of the visible and unwanted portion of the 
spark discharge. 


After cleaning, all traces of carbon, fuel deposits, 
etc., that tend to short out plugs in service, should 
be completely removed. Never wire brush any part 
of a spark plug. Metal particles embed themselves in 
the insulator and cause early failure. 
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TEXAS MARKETERS discuss proposed TBA finance company to be set up in a 


trial area by the Petroleum Marketers Assn. of Texas. 


Left to right are: H. E. Lacey, 


Lufkin, Tex., Finance Company Committee; S. R. Parker, Jr., Lufkin, Finance Company 
Committee chairman, and T. C. Lacey, Nacogdoches, association director 


Texas Marketers to Test TBA Financing 


A small, triangular area in East 
Texas is slated soon to become a 
“tect-tube” for a new idea in tire, 
battery and accessory sales financ- 
ing, if present plans of the Petro- 
leum Marketers As-n. of Texas 
according to schedule. r 

The association has been planning 
since its last conven‘ion in August, 
1952, to set up a TBA finance com- 
pany, which would help marketers 
offer the “weekly-budget” type 
financing to customers through re- 
tail outlets they supply. 

Originally planned on a large 
scale, the association has cut cap- 
italization requirements to $25,000 
and will give the plan a “trial run” 
first. 

The area includes three East Texas 
towns—Gladewater, Longview and 
Kilgore—which are about 10 to 13 
miles apart, forming a triangle. The 
association’s finance committee head- 
ed by S. R. Parker of Lufkin, hopes 
to find there a good sampling of the 
type of people they want to reach. 


“We are after the ‘weekly-budget’ 
type, in small towns where the mar- 
keters don’t have other financing fa- 
cilities available to them,” Mr. Park- 
er said. 

He said the association feels many 
customers in cmaller towns would 
like to buy on a credit basis, with 
small payments each week, instead 
of a big payment every 30, 60 or 90 
days. 

But most marketers in small towns 
have been unable to accommodate 
these customers, because they don’t 
have the needed capital. 

Under the proposed program, mar- 
keters will be able to offer credit on 
small TBA sales, with their retail- 
ers acting as credit managers. 

Tentatively, the finance committee 
proposes that customers pay 20% of 


purchase price down, with weekly 
payments up to 18 weeks plus a 
10% interest charge. The dealer will 
be responsible if the customer de- 
faults, so a certain percentage will 
be held back when he sells the finance 
papers on credit sales to the com- 
pany to take care of this. 

Several tire companies have ex- 
pressed interest in the program, and 
have sent their representatives to 
Texas to loédk over the plan. 

Mr. Parker believes a staff of two 
will be sufficient to operate the 
finance company in the trial area, 
and since it will be on a limited basis 
travel and other expenses should be 
light. 

Stock in the proposed finance com- 
pany will be offered to association 
members only, on an equal basis. 

“We have all the confidence in the 
world in our plan,” Mr. Parker said, 
“but we are reducing initial capital- 
ization just in case it doesn’t work 
out. At $25,000, we don’t think any- 
body will be hurt, because we can 
stop it before it goes too far.” 

Mr. Parker said capital stock will 
be offered to members as soon as pos- 
sible, after the plan is approved by 
the Petroleum Marketers Assn. board 
of directors. 


Show Pushes TBA Sales 


Service S‘ation Supply, a division 
of Wilco Co., has staged a sales 
show, called “Selling Like Crazy”, 
for service station dealers and em- 
ployes handling SSS products. 


The traveling roadshow, presented 
in Arizona and Southern California 
between May 12 and June 2, sought 
to explain the technique of discover- 
ing motorists’ needs, telling the mo- 
torist about the need and then seell- 
ing him on the product. SSS’s pitch 


was to point up the TBA potential 
and supply dealers sales aids for 
cashing in on it. 


Storage Battery Prediction 


Robert L. Somerville, president of 
the Arcsn. of American Battery Man- 
ufacturers, and assistant scales man- 
ager of the Electric Storage Battery 
Co., in a speech delivered at the Lead 
Inductry Assn. annual meeting at 
White Su!phur Springs on April 10, 
predicted that storage battery mak- 
ers will need 7.5% more lead in 1953 
than in the previous year, largely due 
to the sharp rise in production of 
new cars. 


Tool Matches Dual Tires 


United States Rubber Co. has 
brought out a handy, new dual tire 
matching caliper. Company says it 
may be u-ed to insure proper match- 
ing when installing new tires or when 
rotating tires. Also where a trucker 
stocks recapped or repair tires, he 
can identify them by measurement 
when matching them with tires on 
his trucks. 





Tests 6 or 12-Volt Batteries 


A new combination 6 and 12-volt 
tester for individual battery cells is 
being offered for sale by the Burton- 
Rogers Co., 292 Main St., Cambridge 
42, Mass. A special switch on the 
frame connects a 75-amp. load for 
cells in 12-volt batteries, or a 150- 
amp. load for cells in 6-volt batteries. 
The loads are said to be three times 
the normal starter load on each cell. 
The colored and labeled meter dial 
reads zero at the center so that prods 
may be placed on cell terminals for 
reading in either direction. One prod 
may be moved in a slot to’ permit 
prod spacing for end-to-end mounted 
cells. 
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Acceptance 


spells New Strength for Your Dealers! 


The exclusive product qualities of U. S. 
Royals are known and approved by practi- 
cally every car-owning American. Millions 
of your customers get acquainted with 
these superb tires when they come on new 
cars. Millions more are pre-sold by U. S. 


Royal’s steady merchandising attack. 


LIFEWALL 


LIFEWALL 
U.S. ROYAL MASTER @ U.S.ROVALAIRRIDE ©@ 


UNITED 


| 








U. S. ROYAL DE LUXE 


The power of this nation-wide public ac- 
ceptance pays off for station operators—in 
easier sales success, in profit margins that 
consistently lead the industry. And that 
means reduced dealer turnover, increased 
dealer stability for oil marketers! 


THE U. S. TIRE 


@ THEU.S.TIRE,E LP. @ CENTIPEDE GRIP 


STATES RUBBER COMPANY 
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Portable Warning Signal 


A portable highway warning sig- 
nal, called a reflector flare, has been 
added to the accessory line of the 
Norlipp Co., 5925 S. Lowe, Chicago 
21, Til. It is a 4-in. plastic lens in 
a metal frame, mounted on a rubber 
vacuum cup. 

By means of the rubber cup, the 
reflector flare can be attached to the 
side of a disabled car on the high- 
way; or it can be attached to the 
roof or the trunk lid; or the manu- 
facturer suggests that it can be 
mounted on a hub cap and placed on 


the road a short distance to the rear 
to warn approaching cars. 

The lens gives back a red reflec- 
tion from one side, which should be 
faced to the rear; and an amber re- 
flection from the opposite side. 


Mud Flap Marketed 


The accessory sales department of 
the Fruehauf Trailer Co. is offering 
a new, durabie mud flap designed to 
meet the legal requirements now in 
effect in 18 states and Canadian prov- 
inces, and the proposed laws in 13 
additional states. Bills requiring 









TUNG ~ SOL 
COMPLETE 


socket of 


lamp sale. 


TUNG-SOL makes: A//-Glass 
Sealed Beam Lamps, Miniature 
Lamps, Signal Flashers, Picture 
Tubes, Radio, TV and Special 


Purpose Electron Tubes. 


Tung5oh 


ss 
UTO LAMPS 


Tung-Sol's BIG NET. 





Tung-Sol supplies you 
with lamps for every 


every car, 


bus and truck on the 
road — new or old. 
Stock with Tung-Sol and 
catch every possible 







Enjoy 


TUNG-SOL ELECTRIC INC., NEWARK 4, N. J. 


Soles Offices: Atlanta, Chicogo, Culver City (Los Angeles), Dallas, Denver, Detroit, Newark, 


Philadelphia, Seattle 





| of a tank cap chained to a ring which 
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mud flaps are up for consideration 
in Arkansas, Connecticut, Indiana, 
Iowa, Kansas, Massachusetts, Mis- 
souri, New York, South Carolina, 
South Dakota, Tennessee, Utah and 
West Virginia. The New Jersey at- 
torney-general has recently ruled 
that the state’s mud flap law applies 
to non-residents as well as residents. 


Chained Gasoline Tank Cap 


A new gasoline tank cap is being 
marketed by Accurate Products, Inc., 
Indianapolis. It is called the Ac- 
curate ‘“Nevr-Lose” cap and consists 


clamps around the tank spout. 

The caps available include: No. 
3462, for Hudsons, Fords to 1949 and 
ail cars with 1%-in. spouts; No. 
3463 for Chevrolets, Pontiacs, Olds- 
mobiles, Fords—from 1949 to 1951— 
and all cars with 1%-in. spouts. The 
company is offering a point-of-sale 
display including an as-ortment of 
caps. 
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Display Rack for Mats 


A service station display rack de- 
signed especially for rubber floor 
mats has been developed by Modern 
Displays, Inc., 6825 Miller Ave., De- 
troit 11, Mich. It provides space 
both for display and storage, oc- 
cupies 15-in. by 23%-in, of floor 
space, weighs 10 ibs., and the list 
price is $7.75. 


Hood Has New Truck Tire 


There is now a new truck tire in 
the Hood line, called the Hi-Way 
Hauler. It is said to be molded with 
the beads closer together, so that in- 
flation spreads the beads and flattens 
the tread. Other features are de- 
scribed as a “free-rolling” rib design, 
with tire-bars across the _ tread 
grooves. 


Spark Plug Viewer 


AC Spark Plug division of General 
Motors has developed for service sta- 
tion use a new spark plug indicator 
with a deep-well spark view chamber 
which enables the dealer to see at a 
glance how the spark plugs are fir- 
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ing. John C. Hines, AC general sales 
manager says dealers can use the new 
device in conjunction with their pres- 
ent spark plug cleaners. 


Chart Gives Tire Pressures 


The Rubber Manufacturers Assn. 
has published a display chart suit- 
able for hanging on service station 
walls which gives the correct tire 
pressures for all makes of 1950, 1951, 
1952 and 1953 passenger cars. 

Single copies may be obtained 
without charge from the Rubber 
Manufacturers Assn., 444 Madison 
Ave., New York City. 


Car Radio Sales Push 


One of the car radio manufacturers, 
Delco Radio Division of General Mo- 
tors, is going after some replacement 
business by a new combination of 
automatic tuning said to be the sim- 
plest yet devised for push button re- 
adjustment to new groups of stations 
as motorists drive across country. 


Wilco Introduces Car Polish 


The Wilco Co., Los Angeles, has 
introduced a car cream called “CPW” 
which it claims wiil clean, polish and 
wax an automobile surface. Sales 
campaign opened April 13 with pro- 
motion and consumer advertising. 


POSITIVE SELF-PRIMING 


Start without priming ... Run without venting 


Gilbarco Roto-Prime pumps, rang- 
ing in capacity from 50 to 550 GPM, 
are supplied with electric motors, 
or for gasoline engine, V-belt, 
chain, hydraulic or similar drives. 

Positive and automatic self- 


priming permits their use for mul- 
tiple service in bulk plant strip- 
ping,’ transferring and loading, 
and makes possible pump equip- 
ment savings of 30% to 50%. Write 
for literature and full information. 


ROTO- 
PRIME 
PUMPS 


Gilbert & Barker Mfg. Co 
West Springfield, Mass., Toronto, Canada 
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Battery Trade-in Offered 


A private brand marketer in a 
Midwestern city is offering an un- 
usual spring trade-in on batter-es. 
Signs at his stations adver‘ise an al- 
lowance of $7 for o:d batteries on 
the purchase of one of the new, na- 
tionally-advertised batteries of the 
brand carried by this marketer. 


Pennsylvania Offers Tire 


A new truck tire cailed the Hi- 
Tred-Rib is being offered by the 
Pennsylvania Rubber Co. as a com- 
panion to its Hi-Tred-Lug truck tire. 
The new tire is designed basically for 
use on free rolling wheels, but it can 
be placed on drive wheels in an emer- 
gency, when paired with a Hi-Tred- 





35 Years of Consistent 
National Advertising 
Continues in 1953! 





Lug tire, thus permitting truck op- 
erators to carry a cingle spare. The 
new tire is now being made in 10.00- 
20 and 10.00-22 sizes, and a little 
later will be available in 8.25-20, 
9.00-20, 11.00-20 and 11.00-22 sizes. 


U. S. Rubber Appointment 


George W. Barber has been named 
public relations manager, Pacific 
Coast region, U. S. Rubber Co., cov- 
ering the 11 western states. 

Mr. Barber jo'ned U. S. Rubber in 
1944 as a member of the Los Angeles 
plant industria! relations department, 
In 1949, he was given charge of plant 
public relations and in 1950 became 
the western public relations repre- 
sentative for the company’s tire di- 
vision. 








@ A consistent schedule of consumer 
advertising reaching millions of motorists in 


the pages of the 
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WARNER-PATTERSON COMPANY 
920 S$. MICHIGAN AVE., CHICAGO 5, ILL. 


Warner-Patterson Company of Canada, Limited, 191 Queen Street East, Toronto 
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Floor Mat Sales Pushed 


Monkey Grip Sales Co., Dallas 2, 
Texas, manufacturer of tube repair 
materials, is promoting its line of 
Feather-Flex brand rubber floor mats 
with a new display merchandiser. It 
is a wire stand which can be set up 
on a pump island or inside a service 
station. It is available as part of 
four different assortments of mats. 





New Flashlight Display 


A new promotional display contain- 
er has been designed for Can-O-Lite 
disposable flashlights. It holds a doz- 
en units. 
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MS Oil Promotion 


A tie-in with new motor’ oil classi- 
fications has been made by Walker 
Manufacturing Co., Racine, Wis., in 
its new advertising promotional cam- 
paign for the Walker oil filter, called 
“Operation MS.” 

The “most severe” service condi- 
tion, for which “MS” motor oil is 
intended under the new classification 
system, is in reality the every day 
start-stop, low-speed, traffic-idling 


_ CHAMPLIN HI-V-I PREMIU 
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driving pattern of 9 out of 10 motor- 
ists. 


A significant part of the promotion 
is a three-piece window poster set 


with which cervice station operators 
can promote their own MS motor oil 


and educate the public on the new 
oil classification sy<tem. 


Removes White Sidewall Blue 


American Grease Stick Co., Muske- 
gon, Mich., cays that its RuGlyde is 
an effective cleaner for remov.ng the 
blue and green protective coloring on 


» wh.te sidewall t:res as rece.ved trom 


the factory. RuGlyde chould be 
flushed off with water, rather than 
wiped off with a wet cloth. 


Thermostat Guide Published 


A new illustrated bulletin on Flexon 
thermostats has been issued by the 
Flexonics Corp., formerly the Chicago 
Metal Hose Corp., of Maywood, Ill. 
The bulletin describes the improved 
stem guide design of the Flexon line, 
claimed to insure positive valve seat- 
ing, and lists the right Flexon unit 
to be used for all makes and models 
of cars, trucks, tractors and off-the- 
road equipment. 


FOR YOU! 


All over the country, motorists are 
following the lead of the U. S. Army 
Ordnance Committee and giving this HI-V-1 
Mil-O-2104 grade oil their full approval 
for heavy-duty service. They’re asking for 
it by name . ... they want this premium 
heavy-duty oil that gives below-zero and 
above-boiling protection . . . they want 
this oil that improves engine perform- 
ance, with less consumption! 

Dealers want it too, because it’s a 
money-maker for them. How about you? 
If you’re interested in more money from 
motor oil sales, write, wire or phone 
for full details on available dealerships 
in your territory! 


Luggage Rack Fits on Roof 


No installation labor is needed for 
a newly des'gned roof top luggage 
rack made by Market Forge Co., 35 
Garvey St., Everett 49, Mazs., and 
called the Flo-Line Redd'-Rak. It is 
held in position by postive action, 
high grade, rubber suction cups, and 
it comes from the factory comp!etely 
assembled, with no parts to put to- 
gether. 


Tire Distributor Builds Plant 


General Tire Co. of Los Angeles, 
independent distributor for General 
Tire and Rubber Co., opened its new 
$600,000 Los Angeles headquarters 
April 27, Built on a 35,000 sq. ft. 
site, the 30,000 sq. ft. building has a 
re-tread shop, a service shop, receiv- 
ing and shipping room, offices and 
rales room. 
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WHO ringsjup the SALE S 


A combination of intensive efforts rings the cash register of every CITIES SERVICE 
DEALER: 


























THE DEALER HIMSELF: A community businessman who understands the value of 
courtesy and service . . . and keeps them constantly at work in his station. 


THE COMPANY: Cities Service backs up its dealers with every sales help possible: 


e Newspaper ads e Magazine ads 

e National, local radio e Billboards 

e Station displays e Local TV 

e Direct mail e Standout package design 


THE FINEST PRODUCTS: The very best gasolene that can be produced, America’s 
~ greatest motor oils, high-quality Trojan Greases and a complete line of the finest 
accessories . . . they all contribute to more and more sales for Cities Service Dealers. 


It’s no Wonder Cities Service Dealers are on a “Selling Spree in ’53!” 


CITIES ©) SERVICE 


QUALITY PETROLEUM PRODUCTS 
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Young Marketer 


Mr. Balzereit 


George C. Balzereit believes in 
founding a business on the goodwill 
of reliable, permanent customers 
rather than seeking and turning over 
new accounts, George, who is 28, 
has been a Gulf fuel oil marketer 
in partnership with his brother, Leo, 
for four years in Abington, Pa. 


Strangely enough, both Leo and 
George were strangers to the oi] in- 
dustry in 1949. Leo was in the whole- 
sale food business and George sold 
combustion instruments. Through his 
work, George came into contact with 
industrial oil burners and became in- 
terested in the domestic fuel busi- 
ness. He persuaded Leo to join the 
venture, and the Reit Fuel Oil, Inc., 
was born. 


The brothers signed their first cus- 
tomer without even a delivery truck. 
Delivery was made by Gulf who has 
since become their sole supplier. Reit 
Oil now owns three fuel oil trucks 
and a TBA truck to handle their 1,- 
500,000-gal. fuel oil volume and their 
TBA distribution, In addition, the 
Balzereits sell oil burners, air con- 
ditioners and freezers. They have ac- 
quired a modern office building, a 
bulk plant with 100,000-gal. capac- 
ity, and plan to buy two more trucks 
by fall. 

George believes that selective sell- 
ing is more important than ever in 
these days of credit extensions. He 
concentrates on screening all ac- 
counts to assure the company of 
good credit risks. He tries to im- 
prove the operation by emphasizing 
automatic deliveries, which account 
for 98% of his business, and by han- 
dling delivery tickets in the office to 
save drivers’ time. After four years 
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in marketing, George says, “Business 
is what you make it... . All it takes 
is work.” 

George is a licenced pilot and a 


Navy veteran. He resides in Glen- 
side, Pa., with his wife and two chil- 
dren, and is president of the Abing- 
ton Lions Club. 


GETTING TOGETHER at recent meeting of the Empire State Petroleum Assn., are 
these New York jobbers. Left to right: Carlton V. Rowlee, Parish Oil Co., Parish; 


Richmond F. Meyer, Mid-Hudson Oil Co., Poughkeepsie, vice president; 


Amos R. 


Newcombe, Austin R. Newcombe and Co., Kingston; and W. S. Miller, Cooperative 
G. L. F. Exchange, Ithaca 


OIL MEN meet at recent convention of Empire State Petroleum Assn. Left to right: 

T. L. Gurran, Gurran Oil Co., Grassy Point; C. G. Maxwell, Frontier Oil Refining 

Co., Buffalo; Leon Hess, Hess, Inc., Perth Amboy, N. J.; and Joseph DuCharme, Jr., 
Gurran Oil 
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H. W. Sanders, vice president, 
Union Oil of California, Los Angeles, 
has resigned as trea_urer and has 
been named financ.al vice president 
and director of public relations-ad- 
verticing. 

C. Haines Finnell, director of public 
relations-advertising-sales promotion, 
has been appo:nted manager of the 
new department of market research 
and development. 

I -ving J. Hancock, was named treas- 
urer and will continue as comptroller. 

Earl M. Welty, supervisor of press- 
public relations, was appointed as- 
sistant to Mr. Sanders and Alfred G. 
Norris was named supervisor of pub- 
lic relations. 

Charles F. Parker resigned as as- 
sistant comptroller and was elected 
assistant treasurer to head the new 
department of economics and financial 
research. 

* > * 


Cc. P. Melivaine, oo say Scioto 
Oil Co., Chillicothe, Ohio, is now job- 
bing Shell products. Mr. McIlvaine 
bought out Shell’s stations, equipment 
and bulk plant located at Chillicothe. 
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Charles E. Knight of Newport 
News, Va., is something of a 
Johnny-come-lately to the oil 
business, but once he swung 
into action he made up for a 
lot of lost time. 

Mr. Knight, president of 
Knight Oil Co., Inc., a distrib- 
utor for Richfield, started in 
1946 with one employe. Last 
year—with a staff of eight— 





‘Oil Marketing Has Unlimited Future’—Charles Knight 


he sold more than four million 
gallons of fuel. 

In a recent spring meeting 
of the Virginia Oil Men’s Assn., 
Mr. Knight was elected presi- 
dent. 

Mr. Knight, once with a build- 
ing materia!s firm, was an ex- 
pediter with the Newport News 
Dry Dock Co. during the war, 
and at war’s end he became a 
representative of the Gary Steel 
Co. He was assigned to call 
on the petroleum trade and 
that’s when the oil bug bit him. 
The next year, when the steel 
company sought to transfer him 
to another city, Mr. Knight de- 
cided he rather stay in Newport 
News—and that he’d rather be 
in the oil business than in the 
steel business. 

“I'm darn glad I switched,” 
he said. “I like this business 
and I think it has an unlimited 
future.” 

Mr. Knight, who’s almost 40, 
has one major hobby—golf. He’s 
good, too, ranking as a three- 
handicap man who has won 
numerous tournaments. 








Roy W. Blair, secretary and treasur- 
er of Lincoln Oil Co., Troy, Mo., 
spends most of his spare time in civic 
and community activities. For several 
years he has served as president of 
the Chamber of Commerce and a 
member of its executive committee; 
president of the Board of Education; 
a member of the City Council; presi- 
dent and director of the Rotary Club; 
and chairman of the board of the 
Methodist Church. 


* * » 


Miss Ruth Glenn, an assistant to 
the director of industrial relations of 
Sun Oil, Pittsburgh, has been elected 
president of the William Penn Desk 
and Derrick Club, The club has a 
membership of more than 200 women 
engaged in oil and allied industries 
in the Delaware Valley. 

Other officers include: Miss Kath- 
arine Ferguson, Atlantic Refining, 
vice president; Miss Phyllis Stalker, 
Atlantic Refining, treasurer; Miss 
Clare Donnelly, Attapulgus Minerals 
and Chemicals Corp., corresponding 
secretary; and Mrs. Marion Ettman, 
Esso Standard, recording secretary. 


Harold E. Day, C. C. Day and Son, 
East Pembroke, N. Y., recently re- 
modeled a service station at Attica, 
N. Y., adding a two-bay lube room 
and a wash bay. 








L. H. Sullivan 
has been promot- 
ed from assistant 
manager to man- 
ager of Deep 
Rock’s __lubricat- 
ing oil sales de- 
partment. 

Mr. Sullivan 
has been in sales 
work for 14 of his 
16 years with 
Deep Rock. He 
started with the 
company as a 
junior chemist at the Cushing, Okla., 
refinery and two years later moved 
to Chicago as assistant to the sales 
manager of the lube oil department. 
After service in World War II, he 
returned to Deep Rock as superin- 
tendent of lubricating oil sales in 
the Wisconsin area. His next post 
was sales manager in Tulsa and in 
1951 he was made assistant manager 
for lube oil sales. 

In his new position, Mr. Sullivan 
also will direct administrative func- 
tions of the general sales department. 


* - * 


Lyman B. Veeder of Lakeland, Fla., 
retired Shell Oil executive, has joined 
J. F. Beaird of Tampa in the opera- 
tion of the Gasoline’ Transport Co. of 
Kentucky and the Alabama Tank 
Lines Inc, of Birmingham, Ala. 


Mr. Sullivan 
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TEXACO 


FIRE-CHIEF 


GASOLINE 


famous gasoline salesmen! 


Mittions of America’s car owners know these famous 

Fire-Chief pups . . . meet them again and again in national 

magazines . . . on billboards coast-to-coast . . . in direct mail campaigns. 
These lively pups do a terrific selling job for Texaco Dealers everywhere... 
bring motorists in to their stations . . . help turn gasoline 

customers into regular customers for the many other 

Texaco Dealer products and services. 


A. \ 
When e such busy deale 
“Pas0m why TEXACO DEALERS 4” _ 


THE TEXAS COMPANY 





the important factors in floating roof design 





Multiple gas-tight 
pontoon compartments 
for safety... 


Floating roof pontoons must be divided into a large 
number of roomy, gas-tight compartments for 
safety. Then, dangerous concentrations of vapor can’t 
collect and the explosion hazard is reduced to an 
absolute minimum. 

Deep roomy compartments, easily accessible, 
assure ample working space for economical and thor- 
ough maintenance and inspection. 

Only the Wiggins Floating Roof pontoons have 
no internal cluttering framework which hampers 
maintenance and inspection. 


Other Vital Wiggins Conservation 
and Safety Features 


Triple Seal Protection 


e Exclusive primary, secondary and top seals conserve 
more vapors than those of any other type floating roof 


Pontoons 

¢ Deep and roomy, uncluttered with framework—for easy 
inspection, maintenance and repair 

Drainage 


¢ Complete, clean drainage assures protection against peel- 
ing of paint, rusting and dangerous accumulation of water 


Strength 

© Special Wiggins design gives optimum strength with 
the least amount of precious steel—better than normal 
safety factor 

Capacity 

¢ You get top-to-bottom use of tank capacity 
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